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Arkansas Soft Pine is Nature’s supreme 
achievement in soft textured shortleaf 
(Pinus Echinata). Confirming this fact. 
U. S. Forest Service Bulletin No. 106 
says, “Shortleaf pine in Arkansas is 
generally considered of a higher grade 


the. same species grown in other 


sere 







FCRLOTS, 18 Fomagadecolor and the annual 





‘Begins 


... from which point it is safeguarded through every 
phase of manufacture, seasoning and refinement to 
provide the dealer and his customer with the ultimate 


in lumber and wood products of uniformly high 






standard. 


FORDYCE-CROSSETT SALES (0. £88%5'. 48 





MANUFACTURERS of Arkansas Soft Pine Satin-like Interior Trim, Royal Oak 
Flooring, Royal Oak and Gum Trim and Mouldings, Pine and Hardwood Lumber. 
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Distributors for Fordyce Lumber Co. and Crossett Lumber Co. 
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Enriching A PLAN THAT HAS 


DEMONSTRATED ITS POPULARITY 
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DIVIDEND HOUSES! The Related Designs illustrated above were developed 
to give dealers subscribing to the Weyerhaeuser 4-Square Home Building Service expanding sales value. Such 
additions over and above the Home of the Month will be released periodically during the remainder of the year. 
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WAR ON PLYWOOD GRAY MARKET is planned by plywood 


producers on a company basis. Producers will advise prospective 
buyers, by advertising, not to pay more than a reasonable price. 
U. S. Plywood survey indicates a sizeable footage is being taken 
out of legitimate channels and sold at exhorbitant prices. 


BUYERS RESISTANCE TO HIGHER COSTS will cut 1947 con- 


struction at least two billion dollars, under January estimates, says 
the Department of Commerce. Other factors cited for the cut are: 
uncertainity over future prices and costs and uncertainity over “the 
pattern of general business conditions during the rest of the year.” 
In other words, the possibility of a recession. 


FULL WORK WEEK AT A FAIR WAGE on the part of labor is the 


first step in stabilizing housing construction costs, advises the labor 
committee of the National Association of Home Builders. Confer- 
ences are urged between employers and labor leaders to help sta- 
bilize costs. 


HOUSE VOTE BOOSTING RENTS 15 PERCENT would permit 


landlords to raise rents 15 percent in return for a two-year lease—if 
the tenant agrees. The bill exempts new houses and apartments, 
also any which have not been rented in the last two years. Priori- 
ties and other controls over building materials would be abolished 
except those pertaining to amusement places. Present rental ceil- 
ings would be continued until Dec. 31, 1947 or until March 31, 1948 
at the discretion of the President. The bitterly fought measure was 
passed and sent to the Senate by a roll call vote of 204 to 182. 
Present indications are that final legislation will exempt new 
construction from rental control. However, ceilings will probably 
be continued until 1948. 


COMPETITIVE PRICE CUTTING IN LUMBER is beginning to show 


itself. Business forecasters predict that speculators who have 
bought standing timber at a high price and who lack the equipment 
to saw it to size will find themselves embarrassed. Dealers. demands 
now reach beyond prices to sizes and shapes. 


BILLION DOLLAR CONSTRUCTION MARK will be achieved in 


South Florida in the next five years, according to Miami sources. 
Housing will be the biggest single item. Three counties—Dade, 
Broward and Palm Beach—are expected to build approximately 
73,000 dwelling units within a five-year period at a cost of nearly 
half a billion dollars. 


RECORD PLYWOOD SALES were chalked up in March by the 


U.S. Plywood Corporation. The monthly sales figure of $5,306,200 
was the largest in the history of the organization. Sales for the 
first quarter exceeded 15 million, almost double the first quarter 
of 1946. 


RENTS WILL REMAIN AT PRESENT LEVELS for five or six years 


n the opinion of Housing Expediter er Creedon. Creedon told the 
Meumeaianatie Building Congress that prospective home owners 
who wait for pre-war house costs “will have a long, long wait.” 


OPA KILLED WITH THREE OTHER AGENCIES, effective June 1. 


\lso abolished were the Civilian Production Administration, the 
Office of War Mobilization and Conversion and the Office of Tem- 
porary Controls. Rent control was transferred from OPA to the fed- 
eral housing expediter. 
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LUMBER CONGRESS 


Industry-wide session will be 
held in Chicago, June 16-18 

ALL segments of the industry 
are expected to be represented at 
the American Lumber Congress 
which will be held at the Congress 
Hotel, Chicago, June 16-18. 

The National Lumber Manufac- 
turers Association is sponsoring 
the meeting, the first nationwide 
meeting in the field for 25 years. 
The convention group will include 
manufacturers, wholesalers, com- 
missionmen and retailers as well as 
representatives of forestry groups 
and wood using industries. 

General sessions will consider 
such topics as timber supply, fed- 
eral controls, labor, distribution, 
marketing, trade promotion, re- 
search and new products. Panel 
speakers will consider specialized 
fields. 


PLYWOOD PRICES 


Lifting government controls 
expected to stabilize market 


PLYWOOD speculators last year 
paid up to 300 percent more than 
prices charged by the mills, says 
Lawrence Oitinger » president of the 
U. & Plywood Corp., who claims 
that about two-thirds of the plywood 
allocated last year to prefabricated 
home manufacturers was resold to 
speculators instead of going into 
housing. 

Ottinger charges that of 464 mil- 
lion board feet allocated to prefab- 
ricators last year, only 150 millions 
actually were used in home con- 
struction. 

This grey market—unethical but 
not illega!—will fold up when the 
government lifts its order requiring 
plywood producers to channel their 
product to prefabricators, Ottinger 
believes. 


ALMOST READY 


Book describing I-E house 

being prepared for dealers 
DETAILS of the industry-engi- 
neered home program will be in the 
hands of dealers and builders with- 
in a short time. A special book pre- 
senting the program in detail is 
being prepared, L. C. Hart, co- 
chairman of the manufacturer- 
dealer coordinating committee of 
the Producers’ Council, announced 
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at the Council’s spring meeting at 
Grand Rapids, Mich., April 29. 
The book will include the basic 
house plans and full details regard- 
ing the engineering of the materi- 
als which go into the shell of the 


house as well as the equipment 


$45,000 by the Department of Com- 
merce for research in methods of 
erecting industry engineered hous- 
ing. The grant was made for 
studies at the University of IIli- 
nois on engineering housing devel- 
oped thus far by the Producers’ 
Council and the National Retail 
Lumber Dealers’ Association. 
Means of increasing efficiency in 
building will be determined by 
constructing six identical houses in 


units. 
Hart also announced a grant of 


succession and devising means of 
eliminating waste motion and effort. 




















IT DOES NOT 
SHRINK! 


This modern repair 
plastic comes in 
powder form. Makes 
lasting repairs in 
wood, tile or plaster. 
SELLS Better because 
(t WORKS Better. 





Durham: 
Rock Hand 


WATER 
PUTTY 


WILL NOT SHRINK 
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If you ever have 
occasion to use this 
modern repair plastic, 
you'll quickly see why 
it sells so fast, and re- 
peats so regularly. Many 
patching materials may shrink, fall 
out or chip off. Durham’s Rock-Hard 
Water Putty does not shrink. Abso- 
lutely not. It sticks, and stays put. 
You can saw or chisel it, paint or 
polish it to a velvet smooth finish. 
Easy to use—economical. Keeps in- 
definitely. Mix with water as needed. 
Packed twelve 1-lb. cans or four 
4-lb. cans to case. Available in 25, j 


50, 100-1lb. drums for industrial users. gee 4 
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—_ o , 


The PLASTIC Repair Material 
in POWDER Form 


8 May 


DURHAM 


COMPANY 
iDes Moines 4 
lowa 
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COMMUNITY ACTION 


Cooperation at local level 
will help cut building costs 
CO-OPERATIVE community ac. 
tion at the local level will play a 
major part in lowering building 
costs, Andrew L. Harris, executive 
secretary of the Producers’ Coun- 
cil believes. 

This work, in the opinion of Har- 
ris, should be sparked by existing 
building congresses of local con- 
struction advisory councils, which 
should be organized promptly if 
they do not already exist. 

“Effecting more favorable work- 
ing relationships with labor, mod- 
ernizing building codes, adopting 
of time-saving techniques in con- 
struction and use of modern engi- 
neering principles in construction 

these and other means of reduc- 
ing costs must be put into effect in 
the individual community to be 
truly effective,” asserts Harris. 

“These local industry groups can 
perform other valuable functions, 
They can help stabilize the volume 
of construction, see that more in- 
formation is developed about local 
requirements and local trends in 
housing and other types of build- 
ing. The entire industry should 
participate actively—financing or- 
ganizations, materials manufactur- 
ers, materials dealers, builders and 
contractors, designers and engi- 
neers.” 


PLUMBING 


Survey shows 100 percent 
increase over pre-war costs 

PLUMBING costs in the Chicago 
area are about 100 percent higher 
than before the war, a study by the 
Chicago Plastering Institute’s home 
project committee has disclosed. 

The subcontractor’s price on the 
institute’s four-room house was $964 
poainst a 1941 cost of $465, Stephen 
Luezak, chairman of the Institute's 
home project committee said. 

Pointing out how a single opera- 
ion can step up costs, Luczak  re- 
ferred to the cauiking of joints. The 
cost of lead for this process has in- 
creased from 30 cents to one dollar 
for each joint and there are about 
{0 joints in a four-room house. 

Wage increases have also helped 
jump costs—an increase from $1.70) 
per hour to $2.15. 


CREEDON REPORTS 
Dwelling completions high but 
key materials are still short 
HOUSES are being completed at 
a post-war record, but 2,500,000 
families are still in the market for 
new dwellings, Housing Expediter 
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REGISTERS 


CURTIS WOODWORK 


TO REGISTER YOUR 


TERM PROFITS 


aes PROFITS 





Year after year—in war or peace—in 
times of shortage or of abundance— 
Curtis Woodwork advertising continues 
to register an impression of superior 
quality in the minds of millions of con- 
sumers throughout the country. 

Curtis has found that the good will 
which this advertising creates reflects 
itself in dealers’ long-term profits. 


CurtiS 


SILENTITE 


the Insulated window 





























CURTIS COMPANIES 
SERVICE BUREAU 
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That is why the continuity of Curtis ad- 
vertising has not been interrupted. 
Today, Curtis plants are working at 
increasing capacity—but the demand for 
Curtis Woodwork is tremendous. Soon, 
we hope we will be able to supply both 
our old customers and new ones with 
the fine woodwork America prefers .. . 
woodwork by Curtis. 


CLINTON, IOWA 


A Department of Curtis Companies Incorporated 
Clinton, lowa « Wausau, Wis. « Chicago, Ill. « Sioux City, lowa 
Lincoln, Nebr. * Topeka, Kan. « Minneapolis, Minn. 







So big that it nearly covers a desk top 
when open, the new Curtis Woodwork 
Style Book is proving a valuable asset for 
Curtis Dealers. In page after page of 
bhotographs—many in natural color— 
this book shows customers exactly how 
Curtis Woodwork and Curtis Silentite 
Windows look when installed. Never 
before have woodwork products been so 
attractively presented in literature! 















NEWS ««¢ TRENDS 


Creedon stated in his latest monthly 
report. 

Completions of all types for the 
first two months of this year to- 
taled 194,000. This high figure is 
mainly due to the carry-over of un- 
completed units from 1946. Of the 
194,000 units completed for the 
first two months of 1947, about 
120,000 were new permanents. 


HIGHLIGHTS 

Other highlights of the Creedon 
report: critical shortage of key ma- 
terials includes cast iron soil pipe, 
millwork, hardwood flooring, gyp- 
sum board and lath. Diminishing 
supplies of merchant gypsum liner 
threatens a serious decline in the 
production of gypsum board and 
lath. The supply of millwork and 
hardwood flooring is likely to re- 
main far short of demand for most 
of 1947. Widespread local short- 
ages of housing nails are reported. 
Distribution problems focus on 
lumber, plaster and plumbing. 

On-site employment of all types 
ef new construction in February to- 
taled 1,165,000 or about 20 percent 
higher than February, 1946. About 
369,000 building tradesmen were 
engaged in private residential con- 


5 Le) ; struction and 54,000 in public resi- 
ee | 


T-E-W BILL 


Whitlock says public fails to 
CABINET HARDWARE [iResaiciast 
. The T-E-W (former W-E-T) 
‘ Bill squeezed through the Senate 
Banking Committee by a 7 to 6 
vote with only two Republican sen- 
ators, Tobey of New Hampshire 
and Flanders of Vermont voting 
for the measure. 

Charges that this bill has been 
inaccurately interpreted to the pub- 
lic were made by Douglas Whit- 
lock, chairman of the Building 
Products Institute at the spring 
meeting of the Producers’ Council. 

“To label it as a bill to provide 
15 million new homes .during the 
next 10 years is completely mis- 
leading,” declared Whitlock. “It 
would increase the national hous- 
ing supply only to the extent of 
500,000 units; it would add to the 
inflation of realty values and con- 

MANUFACTURING COMPANY ben = struction costs at the very time 
LA wlll when the Administration is trying 
ee a eT re iSite Bare 8 to talk costs down by making credit 
more widely available and by per- 
mitting housing authorities to con- 
struct dwellings at current high 

costs.” 

Press association reports said 
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pi f ii 3 if ! — ‘Take a tip from the experts, measure care- 
pipe, . fully before bending Alcoa Roofing Sheet. 
_ BYP- Avoid the necessity of rebending and be 
se: lat fo sure of a better looking, longer-lasting roof. 
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yg ; | MEANS MORE SATISFACTION 
Ren - a a | ek a a eee It’s good business to help customers get 
orted. a4 oi: a4 full value from their Alcoa Roofing Sheet. 
S on ke 4 Tell them the few easy instructions to 
‘ Teh : = ‘ > follow for proper use and application. 
_ : abe ee ap | : ‘ These instructions are described in the 
recent “Gs te — | oe Alcoa Roofing Application folder. A copy 
\ bout 1 7 . is packed in every bundle of Alcoa Roof- 
were Wee. ¥ — ing Sheet. For additional copies write to— 
poo die Sy oe we sy , ALumiINuM Company oF America, 1755 
Re 2 ; Gulf Building, Pittsburgh 19, Penna. 
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the bill would provide federal aid 
for slum clearance and redevelop- 
ment and urban and rural public 
housing at an estimated cost to the 
government of $7,500,000,000 over 
a 45-year period. The program 
was said to “encourage” construc- 
tion of 15 million new farm and 
city homes by 1958. 


RECORD SET 
Dodge reports dollar volume 
for first quarter at new high 
COMMITMENTS for construc- 
tion in the 37 states east of the 


Rocky Mountains have just set a 
record high first quarter total of 
$1,610,580,000, F. W. Dodge Cor- 
poration, a fact finding organiza- 
tion for the construction industry 
reports. The estimate is based on 
a tabulation of contracts awarded 
during the first three months of 
this year. 

This record, the corporation be- 
lieves, is the result of residential 
contract letting, with the total for 
the first quarter amounting to 
$748,691,000 against the previous 
high of $707,366,000 established 
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A-Y starts with quality in the tree and maintains it throughout 
all manufacturing operations right to the finished product. 


And A-Y has ample quality timber to maintain the quality of 
its log supply for years to come. 


Yard Stock, Factory Lumber, 
Industrial Items 


Members Ponderosa Pine Woodwork 


; 
2 
& 
“ 
es 
> 
be 











Alexander-Yawkey Lumber Co. 


Members Western Pine Association 








Prineville, Oregon 
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for the first quarter of 1928. Dur- 
ing the first quarter of 1946, resi- 
dential contracts totaled $467,035,- 
000 and called for the construction 
of 67,115 dwelling units. A total 
of 96,167 dwelling units are pro- 
vided for under contracts let for 
the first quarter of 1947. 
Nonresidential building contracts 
dropped substantially. In the first 
quarter of 1946 the nonresidential 
building volume of $716,910,000 
was reported, a peacetime record 
for the first quarter of the year; 
however, nonresidential building 
for the first quarter of 1947 
dropped to $535,473,000. Federal 
limitations which were not in effect 
last year were blamed for the drop. 


MASON TALKS 


Tells U. S. Chamber of Commerce 
housing is still a good buy 


HOUSING is still a good buy at 
the present market, President Nor- 
man P. Mason, president, National 
Retail Lumber Dealers Association, 
told the 35th annual meeting of the 
Chamber of Commerce of the 
United States in Washington. 

“Overall, the increase in the cost 
of housing is still relatively lower 
than the increase in many other 
prices and the increase in most 
wage rates,” declared Mason. 

Backing up his statement with 
figures, the NRLDA president pro- 
ceeded to show how the business- 
man, the worker and the farmer 
can trade their services for a new 
home today on a more favorable 
basis than they could have in 1940. 

There now exists an adequate 
supply of construction lumber 
throughout the country and there 
is a steady improvement in quality, 
Mason added. Asphalt roofings, also 
brick, is generally in good supply. 
Obviously the situation as to ma- 
terials is reflecting increasingly 
improved production of the kind of 
items that are needed for building 
“brought about by the removal of 
price control and the other restric- 
tions which hampered manufac- 
turers.” 


CHICAGO'S RECORD 


Value of permits increasing - but 
total down compared with 1946 


BUILDING permits issued dur 
ing March in the Chicago region to 
taled $18,755,696, more than dou- 
bling February’s total of $9,307,791. 
Nevertheless, home building, like al! 


building, is still far behind last 
year. 
The increase of February over 
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Supply of 
Western Woods 
improving 


Your Western Wholesalers are 
glad to be able to report that the 
Western Woods picture is looking 
a lot brighter. 


As a result, your Western Whole- 
salers are booking more business 
than they have for some time. 
While some items are still scarce, 
your Western Wholesalers are 
now able to supply an improving 
selection of most regular items. 





(Sawmill: 
Pine Products 
Corp., Prine- 
ville, Ore.) 
Spokane, 

Vi ashing ton 


CARL SODERBERG 
LUMBER COMPANY 


Manufacturers and Wholesalers 





Duncan Lumber Co., Inc. 
White Bldg., Seattle | 


Specializing in dimension and boards. 


Edward J. Sherman Lumber Sales 
Board of Trade Building 
Portland 4, Oregon 


Morrill & Sturgeon 


Lumber Co. ree: 
Yeon Bidg.. Portland Ore 











Pacific National Sales Co. 


West Coast Lumber 
Charles B. Hurley, Pres. 


P. O. Box 1587, Tacoma 1, Wash. 
WALES LUMBERCOMPANY 


Old National Bank Building 
SPOKANE - - - WASHINGTON 


Sis 8 ie) 











PaeOA Sc Rae a eae ES 3 “emma 
564 Market St., San Francisco 4, Cal 
MAUK SEATTLE LUMBER COMPANY 


SEATTLE, WASH. 
HOMESTEAD BRAND 


WESTERN LUMBER MERCHANTS 














‘ 
{ 
; 


| 


| 





NEWS a«¢ TRENDS 





March is encouraging, points out the 

3ell Savings and Loan Association, 
after four months in which each 
month fell off heavily from the 
month before. 

Permits for dwelling units of all 
types in the month of March took 
more than a proportionate upturn, 
for while all building doubled in 
March, building of residential units 
increased about two and a half 
times. 

With one-fourth of the year gone, 
quarterly figures on dwelling units 
in the Chicago area show that per- 
mits for homes and apartment units 
for the first three months amounted 
to 2,891 units with a valuation of 
$21,042,735. For the corresponding 
period last year, the totals were 
1.448 units which cost $30,975,057. 


REMAIN VIGILANT 


Sweet advises California 
dealers to watch legislation 


LUMBER retailers on the Pacific 
Coast and elsewhere cannot afford 
to relax and leave the future of 
housing entirely in the hands of 
government officials, C. B. Sweet, 
vice-president, National Retail 
Lumber Dealers Association, told 


the Southern California Retail 
Lumbermen’s Association at its an- 
nual convention in Los Angeles. 

Emphasizing that this is no time 
to relax their vigilance in the legis- 
lative field, Sweet said that approx- 
imately 125 legislative proposals 
affecting the industry have been 
made at the current session of Con- 
gress. 

Sweet pointed out that the Wol- 
cott Bill would free the building 
industry from controls while the 
T-E-W Bill would maintain con- 
trols and subsidize low-cost hous- 
ing with government funds. 


EXPOSITION 


Northwestern will co-sponsor 
big home construction show 


NORTHWESTERN Lumber- 
mens Association is again prepar- 
ing to take the lead in encouraging 
home building by co-sponsoring a 
Home Construction Exposition 
with the Minneapolis Builders Ex- 
change at the Auditorium in Min- 
neapolis, Jan. 14-18, 1948. 

The exposition last year was so 
successful and brought in so much 
new business that the association 
has already announced its plans for 
next January. Thousands of pros- 
pective home owners, builders and 
contractors crowded the 200 exhi- 
bition booths this year. 
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“The longer we wait for our windows, the more | remember how you fussed when you had 
to wash them in the old place.” 
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IMMEDIATE DELIVERY! 
DOWICIDE 


for adhesives’ protection 


In adhesives—in any industry that suffers from the constant 
working of microorganisms, you can gain effective control— 
and save money—by using Dowicides. 

Consider how the adhesives industry benefits from Dowicide 
A. Adhesives use natural gums, dextrin, gelatins, corn and 
wheat starches, animal glues and casein—an interesting diet 
for bacteria! 

But Dowicide A, added during manufacturing processes— 
even in minute percentages—halts bacterial damage. It 
prevents decomposition, preserves viscosity, maintains 
adhesive qualities and lengthens the life of glue bonds. Its 
high killing power assures dependable adhesives for use with 
paper, textiles, wood, leather and rubber. 

Dowicide A, one of a group of 14 germicides and fungicides 
cutting losses in many industries. can be shipped immediately. 
Order from the nearest Dow sales office. 


THE DOW CHEMICAL COMPANY e MIDLAND, MICHIGAN 
New York ¢ Boston e Philadelphia « Washington ¢ Cleveland ¢ Detroit ¢ Chicago 
St. Louis ¢ Houston ¢ San Francisco ¢ Los Angeles ¢ Seattle 
Dow Chemical of Canada, Limited, Toronto, Ontario 
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CHEMICAL COMMENTS 





Methocel Licks Important 
Problems in the Leather 
Industry 


Coating the grain surface of chrome- and 
vegetable-tanned leathers with Methocel 
before they are pasted on frames for drying 
reduces shrinkage. The use of Methocel also 
gives added smoothness in grain, and results 
in a gain in surface area. Using either the 
1500 or 4000 cps. types, thick pastes can be 
produced with a minimum amount of 
Methocel, making possible added economy, 
and easier removal from the hide since pene- 
tration is reduced. Addition of small amounts 
of glucose further assists in the removal of the 
Methocel from the dried leather. 


Perchloroethylene Vapor- 
Cleans Metal Parts 


Vapor degreasing with Perchloroethylene is 
an economical method of cleaning metal 
parts before assembly or in preparation for 
other operations. The parts to be cleaned are 
suspended above a bath of Perchloroethylene 
allowing the vapor to condense on the cold 
metal to dissolve grease and flush away lint 
and chips. Perchloroethylene is nonflam- 
mable, stable and has high solvency for oils, 
waxes and a majority of the die lubricants 
used in casting and stamping. It is also used 
in liquid phase operations and is especially 
adapted to cleaning metal preparatory to 
plating. Degreasing surfaces with this solvent 
prevents blistering and peeling of platings. 


Jacketed Kettles that 
Cook with Dowtherm 


Multipurpose kettles constructed for the 
laboratory or semiplant use Dowtherm, a 
heat transfer medium developed by Dow. 
Such kettles are built with the jacket bottom 
enlarged to accommodate a small quantity of 
water, Dowtherm E or Dowtherm A. This 
pool of liquid can be heated with electric or 
gas heat to provide vapor for heating the 
kettle. The-unit is operable at temperaturés 
ranging from 200° F. to 700° F., with cor- 
responding pressures not exceeding 125 lb. 
per sq. in. 
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WHAT A WORLD OF DIFFERENCE 


the right finish makes... 
ate 





ors, too... 


IT’S THE fine 


THAT COUNTS! 













A thoroug i scientific beauty treatment gives Bruce Finished 
_ Floors 8 Bi antages over ordinary floors finished on the job. 
Here theyre, every one of them important: 1. Every strip is 
i sanded to perfect smoothness on precision sanders. 2. Finishing 
“starts imugediately after sanding—no raised grain, moisture con- 
oe __tentis#fght. 3. Highest quality silex filler is thoroughly worked 

in. 4. The finish penetrates, seals the pores, beautifies the grain. 

5. Infra-red heat welds finish into tough, even film. 6. High- 





fk speed brushes burnish finish, provide a hard, smooth surface. 

7. A special extra-durable wax is applied evenly, polished to per- 

fection. 8. The floor is ready for use when laid. For uniformly 

Bi beautiful floors, and a substantial saving of time on the job, 
Hor® specify Bruce Finished Floors... it’s the finish that counts! 


E. L. BRUCE CO., MEMPHIS, TENN. 
World’s Largest Maker of Hardwood Floors 


BRUCE FINISHED FLOORS 
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GET THE FACTS ABOUT COMMUNISM 


During the last few decades, the American worker 
has done a lot more thinking for himself than he 
used to do. There is an opportunity for him to do 
still more—for his own benefit and the benefit of our 
national economy. One of the things for him to do 
a lot of thinking about is communism. A lot of labor 
organizations have been infiltrated by communists, 
and a lot of workers are forming incorrect appraisals 
of communism on the basis of propaganda dissemi- 
nated by these radicals. 

The United States government has made available 
a publication which makes possible a fair appraisal 
of communism and which should be read by every 
employer and by every worker. It is Communism in 
Action, House Document No. 754 of the 79th Con- 
vress, 2nd session. Copies can be obtained without 
charge from the American Wage Earners Founda- 
tion, Suite 605, 30 N. La Salle Street, Chicago, Ll. 
This organization is headed by the founding chair- 
man, Edwin R. Wright, former president of the 
Illinois State Federation of Labor. The document 
itself was printed at the instigation of Representative 
Dirksen of Illinois who felt there shouid be available 
an unbiased study of communism which could be 
read by any citizen of the United States. 

The editor believes this document worthy of edi- 
torial mention because of the enormous misunder- 
standing of communism and the reams of false and 
misleading propaganda being put out on the subject. 
In our opinion, the booklet is not propaganda itself 

it is a factual, careful analysis of just what com- 
munism is today, what it started out to be, and how 
it operates. No attempt is made to evaluate com- 
munism in comparing it with capitalism—the reader 
can make his own evaluation when he has the facts. 

This magazine does not condemn communism or 
those who believe in communism. We believe that 
if our workers know just what it is, communism will 
condemn itself. We do urge that the facts be made 
known. We commend Representative Dirksen for 
sponsoring this government document which makes 
the knowledge available. We commend the Ameri- 
can Wage Earners foundation for helping to publicize 
the document and urge that our subscribers send for 
copies and encourage their employees to become 
familiar with the facts contained therein. 

A reading of it will convince that, despite constant 
criticism of capitalism, communist Russia was unable 
to operate without capitalistic devices. As Norman 
Thomas states, Russia today does not have what is 
commonly thought of as communism—it has a sys- 
tem that might be called State capitalism where the 
State has taken over controls but still has to retain 
a lot of the incentives of the profit system in order 
to function at all. 

Here is a list of questions to which the student 
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of communism might wish answers—answers which 
will be found in the booklet Communism in Action. 


When and how did Bolsheviks seize power in 
Russia? 

When was banking and foreign financing taken 
over and with what results? 

When were loans made by the former government 
repudiated? 

How does the Soviet production system operate? 
The economic system? 

What really becomes of profits in Soviet industry? 

How much _ does 
Soviet ? 

How free is labor under these plans? 
are unions? 


management manage in the 


How free 


What kind of wages, hours, working conditions has 
labor in Soviet? 
What is “forced labor” and what are labor camps? 


What are the workers’ living standards? The con- 
sumers’ standards? 


Are there free farmers and growers in the Soviet? 

How does transportation compare with ours? 

How is the Soviet budget financed and what is the 
public debt? 

What are the principal taxes? 

What is the judicial system? 

What are the national defense aims, goals and 
plans? 

How much of the national income is spent on edu- 
cation? 

Is leisure time controlled? 

Can you own property, sell, bequeath or dispose 
of it? 

Is there a free market in U.S.S.R.? 

Can you safely criticize the government? 

If you believe that accurate knowledge is the surest 
defense aaginst acceptance of communist ideologies 
write for copies of Communism in Action to the 
American Wage Earners Foundation, Suite 605, 30 
N. La Salle Street, Chicago, Hl. Read it and pass it 
along. It’s worth reading. Mention American Lum- 
berman & Building Products Merchandiser when 
writing for the book. 


EDITOR. 









(Cracked Plaster Ceilings) What do you say when 
p E R a customer says to you: “My ceilings are cracked, 
> what can I do about them?” 
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The answer is easy: 


UPSONIZE 


Simply apply furring strips over the old 
plaster. On these go the Upson Floating 
Fasteners which anchor the Upson 
Panels securely, from the back. 





boi 


SAL 
tom 








sands of homes, churches, restau- 





Result: A permanently beautiful 
CRACKPROOF ceiling in two days time. ants, offices and stores. 


No muss, no fuss, no delay and at Due to excessive demand, Upson 







moderate cost. Plus a satisfied customer. Panels are not yet fully available. 






We’re pushing hard to catch up, 





The use of Upson Panels affords wide 
opportunity for improved ceiling design 





however, and like many others, 







in keeping with either conventional or know you, too, will find them ui 

modern interiors. Pebbled and presized, worth waiting for. SRE ORES 
they have an ideal painting surface. ©THE UPSON COMPANY, ae APSON * xSe es 
Installations have been made in thou- Lockport, New York.  Ragters Bea a 
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Upson Quality Products Are Easily Identified By The Famous Blue-Center 
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HE HISTORY of the Dixie 

Lumber & Supply company, 
San Diego, Calif., is a story of suc- 
cess — of master merchandising. 
Prospering through better service 
is the theme of that story. 

The company is owned and man- 
aged by three men: Arthur A. Jen- 
sen, president, R. H. Gurney, vice- 
president, W. S. Cowling, secretary 
and general manager. 

Originally named 
Lumber company, the firm was 
founded in 1913. Jensen joined it 
in 1915. In 1921 it was incorpo- 
rated and became Dixie Lumber & 
Supply company. Gurney joined 
the firm in 1922, Cowling in 1926. 
The three men banded together and 
bought out the business in 1928. 


North Park 


Consumer Selling in San Diego 


This Master Merchant builds business for his company by 
seeing that the public gets good homes and that his 
contractors get fair profits. 


Since then, of course, there have 
been ups and downs, good years 
and bad. But the trend has been 
toward expanding lines, increasing 
volume and constantly improving 
service. Annual sales volume has 
approximately doubled since 1940. 


SALES DEPARTMENTIZED 


SALES are departmentized as 
follows: lumber, sash and doors, 
paint, hardware, building materi- 
als. In 1940 about 70 percent of 
the total volume was in lumber and 
millwork. Currently lumber fur- 
nishes about 52 percent of the vol- 
ume and the remainder is distrib- 
uted among the other lines. 

For years prior to the war Dixie 
Lumber & Supply company had 
handled a small line of builders’ 
hardware and paint. Over-counter 
sales of these items, according to 
Mr. Jensen, had never amounted to 


SALESROOM of the Dixie Lumber company is a busy place. The display counters, which cus- 
tomers must pass to get to the order department, are filled with a variety of over-counter 
merchandise. 
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much more than $25 per day. When 
wartime restrictions on building 
came in, this Master Merchant re- 
designed and expanded the sales- 
room, putting more paint, hard- 
ware and related items on display. 
As a result of this promotion, over- 
counter sales in that room now 
average around $20,000 per month. 

Mr. Jensen has plans for a com- 
plete modernization of the plant, 
with special emphasis on an en- 
larged store and salesroom. This 
continues the spirit of progress 
which has characterized the firm 
for many years. 

Two things stand out as impor- 
tant contributing factors to the 
success of Dixie Lumber & Supply 
company. These are employee re- 
lations and services to consumers. 


EMPLOYEE RELATIONS 


“OUR employees are the most 
loyal and efficient you could find 
anywhere,” says Mr. Jensen. In 
1940 the firm had 50 employees. At 
present it handles twice the volume 
—and more efficiently—with but 
40. This is not haphazard chance, 
but the result of a carefully 
planned employee-relations  pro- 
gram which recognizes that the 
company can never be successful 
unless worker morale and efficiency 
are high. 

The company usually holds sev- 
eral parties during the year. There 
is a Christmas party; there are pic- 
nics on the beach or in the moun- 
tains. These parties include the 
wives and children of the workers 
and are attended by executives, 
cffice clerks, yard laborers and 
truck drivers. 

With Mr. Jensen and Mr. Cowl- 
ing directing, the company holds 
regular meetings. One major pur- 
pose of these meetings is to train 
employees by means of suitable 
talks, lectures, etc. Usually there is 
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MASTER MERCHANTS OF THE LIGHT 
CONSTRUCTION INDUSTRY 


One of the Nation's outstending building products re- 
tailers is featured in each issue of this publication. The 
editors of American Lumberman & Building Products 
Merchandiser believe these articles will be a source of 
practical business ideas and inspiration to other, retailers 
in the industry. Only top-flight merchants will be fee- 
tured in the series, but a sufficiently large number of 
them meet the exacting requirements so that it will take 
many months to cover them all. 








THE attractive yard is located in North Park. a thriving shopping center, second in size only to 
downtown San Diego. Although several miles from downtown, the North Park community is the 
actual geographic and population center of San Diego. 


an open discussion with any mem- 
ber of the firm entitled to partici- 
pate. In fact, employees are invited 
to bring in suggestions for im- 
provement of the business. Such 
suggestions are discussed and a de- 
cision is usually reached during 
the meeting. If the decision is 
affirmative the suggestion is put 
into effect the next day. 

There is a bonus plan in which 
all employees participate. Size of 
any individual bonus is based on 
merit, efficiency and length of serv- 
ice. Usually the amount of money 
distributed as bonuses is based on 
earnings of the company. On some 
occasions, however, bonuses have 
been paid even when there were no 
earnings. “Some years,” says Mr. 
Jensen, “‘we realized we might have 
lost money if it hadn’t been for our 
employees.” 

Perhaps these are some of the 
reasons why the present employees 
of Dixie Lumber & Supply com- 
pany average 14 years of service to 
the concern. 

CONSUMER SERVICES 

THE company derives a compar- 
atively small volume of business 
from industrial and commercial 


firms as well as from small repair. 


contractors. Practically 20 percent 
of the total sales are made direct 
to urban consumers and rural peo- 
ple. Nearly 80 percent of sales are 
to contractors—and most of this to 
a selected small group. 

These figures are misleading un- 
less explained. Dixie Lumber & 
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Supply company is doing a full- 
fledged consumer selling job and 
has complete control over sales. 
However, they do not contract but 
instead work closely with a small 
group of selected contractors. So, 
although the books reveal that this 
small group of builders give them 
80 percent of their business, it is 
evident that these sales actually 
are generated by the company’s 
hard hitting selling program to 
consumers. 

Genial Art Jensen, who directs 
the selling activity and writes the 
advertising, has planned a program 
which renders invaluable service to 
both consumers and contractors, 
thereby placing the company in a 
key control spot. Some of the ad- 
vertisements and forms reproduced 
with this article give an idea of 
how complete that service is. 

Mr. Jensen’s salesmen work with 
the prospective customer for a new 
home. They help him plan a house 
and locate a suitable lot. All the 
details of arranging financing are 
handled for him. 

The firm uses special small-size 
blueprints as a selling aid. These 
are of houses their contractors 
have built. Reduced to a handy 
size the blueprints cost the firm 
but a few cents apiece. They have 
been extremely popular with pros- 
pects, who use them as a source of 
ideas in their planning. Also avail- 
able are regular stock plans, books 
and other planning helps. 

The salesmen carry loose leaf 
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ARTHUR A. JENSEN, president of Dixie Lumber 
company. 


books with large photos of houses 
which the contractors working with 
the company have built. 


DEVELOPING LAND SITES 


JENSEN has been extremely ac- 
tive in the development of suitable 
building sites. Constantly studying 
the real estate situation he keeps in 
touch with the growth of the city. 
From time to time he selects acre- 
age, has it developed and divides it 
into building lots. This makes these 
lots available to his contractors at 
prices which enable them to realize 
a profit on the resale. 

If the prospective home customer 
has already selected a contractor 
Dixie Lumber & Supply works with 
him. Otherwise they channel the 
job to one of their preferred con- 
tractors. Jobs are rotated and dis- 
tributed so that all of the contrac- 
tors are kept profitably busy. 

Complete cooperation of the con- 
tractors is assured by the valuable 
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service extended by the firm. Dixie 
Lumber & Supply locates the pros- 
pects, carries the sales effort, sees 
that plans are prepared and ar- 
ranges financing. The contractor is 
free of these responsibilities and 
secure in the knowledge that he 
will get his fair share of the jobs 
sold. In addition the company at- 
tempts to surround its general con- 
tractors with the best sub-contrac- 
tors. These sub-contractors are 
given enough volume so they can 
keep their prices reasonable and 
still make fair profits. 


The company gives’ contract 
forms, specification forms, order 
blanks, ete. to the contractor so 


that his work will be simplified. 
Copies of some of these forms are 
reproduced with this article. 
DIXIE RETAINS CONTROL 
AT FIRST thought it might 
seem hazardous to work with such 
a limited number of contractors- 





LARGE neon sign and neatly filled racks identify the paint department of the company. 
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cards and other informative literature are available for customers to study. 
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_Name 





Address 





Ro. Lbr. 





Cement 





Roof 





Wd. Frames 





Lath-Plaster 





Sash & Doors 





Finish 





_Millwork 





Finish Hdw. 





Paint 





Hdw.-Flg. 





Mscl. 





Remarks 














Salesman 























THESE forms are given to contractors for their use in ordering materials 


from the yard. 
generally required. 


Items are listed in the order in which they are 
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SALESMAN fills out a card like this for every job he is selling. Each 
morning Mr. Jensen calls all outside salesmen into his office and 


checks these cards. 


He then gives the men suggestions as to where 


they can best spend their time that day. “This the best way to check 

on sales performance,” says Mr. Jensen, who also checks all these 

cards against a master list of building permits granted in the area 
to make sure no opportunities are being overlooked. 


57 















CONTRACTOR'S WORK SHEET 





































Excavating and Grading 
Concrete, Rough 
Foundation Steel 

Vents (Foundation & Attic) 
Concrete, Finish 

Mill Work 

Sasb and Doors 

Finish Lumber 

Rough Lumber 

Cc. C. Doors 


Screens 
O Shingles for Roof 
Shingling Roof (Labor and Nails) 
Tile Roofing 
Composition Roofing 
Sheet Metal Work 


for the sum of. 
Cleaning Windows 
Common Labor 
Finish Carpenter 
Rough Carpenter. 
Building Specialties 
Paper Hanging 


PROPOSAL AND CONTRACT 





Date 
. . cw . Cowmey. 
Estimate and Cost Description of Building | 
PROPOSAL 
Oo me Adds THE UNDERSIGNED, proposes to furnish and provide all of the necessary labor, materials, and appliances for 
Date Architect. the erection, construction and completion of a — | 
ae | 
Drafting Expense + FORWARDED 
Wermted OE NO... neceeescsecesscnserssncneesesnorsnessnsnsensrenegessenenaen Street, 
Surveying Bolts (Foundation) or: ee ae 
cy of , County of State of Californie, 
—— — and further described as Lot . Block . Tract pane 
Buliding Permits ane im accordance with the plans and specifications prepared by beaks 
Sewer Connection Shades (pita OR cciiitiintiitiainall 


THIS PROPOSAL shell constitute a contract when signed and accepted by the siniinies euthority, or owner, and 
he contractor, and ie subject to change or withdrawal unless so signed and accepted on or before — sn 
This proposal does not include the following 


Painting | Mate License No. | 
| . 
Water Proofing } (hy Lasense He. Comtractor. 
Wall Paper. | 
ACCEPTANCE AND CONTRACT | 
+ +f] Plastering } 
Plumbing } THE FOREGOING PROPOSAL is hereby accepted this day of 19 } 
2 4 Water IT is MUTUALLY UNDERSTOOD — AGREED by end betucen the parties hereto that this proposal and costract | 
t le made subject to the following agree | 
t | canoe t 1.—Progress payments, to be made by the awarding authority, or the owner, shall be made in the manner as fol- 
Landscaping sisiiiaisatiniiie 


lows: 
Notice of Completion 


+ Interest 




































General Contractor or Bud-Cont o actor, . . 


Parapet Tule Incidentals srootsseeenenees 
. AN ext re to be paid for at the time of periods. 
Chimney Recording and Title Expense | Seer e sp iaaieaaienns 
2.—AN agreements hereis ined are contingent upon strikes, boycotts, accidents, inclement weather, earth- 
Brick Work. Compensation Insurance and Liability i quakes, or other Acts of God which the contractor could not have reasonably foreseen or provided for or 
Stone Work Bond agains: 
‘a ‘ 3.—In the event of any dispute arising out of or in connection with thie contract, the same may be settled by erbi- 
Tile Work. Margin. tration. 
4.—Any alteration, modification or other change in the plans oF specications, of this 
Maréweed Vicoring contract, shall be ccmenes ing. Specifying the value thereof. and signed we the auerding cuthoctty, or 
Laying Hardwood Fico | dhe unser, and the eustracter previous to the curcution of the change lnveteed, 
as | 5.—Sabject to Paragraph No. 2 above, this contract shall be completed 
Electric Wiring | 
octets Puntaven 6.—The ins authority, of owner, shall maintain adequate fire insurance on all work and materials on 
premises with a loss-payable —: — tached for the contractor as his interest may appear. (This clause by 
Heating not co anew as ractor and # sub-contractor.) 
Rough Hardw 7.—The........- contractor shall pan sumicient jon and lability insurance to protect the a 
eae ing 7. or owner, secs ual tabtinus Wesepntor Gee aah wee or vrkmen under Ba contr ang’ be hal 
Finish Hardware ug promptly apply hereunder for all lal or sabd-contracts on the 
A.—In the event that suit shall become necessary to enforce the prov! his comtrect, or the payments duc | 
FORWARD | TOTAL. | hereunder, the contractor shall be entitled $e Sea co the ameant Guy oil cours quute anda sonensnte | 
: attorneg’s fee theref: | 
The Home of “Real Home Service Hardware and 
“an wee Betng - Fen 
$2 at ton DIXIE LUMBER A = 
Leth . Wire “Awarding Authority or Owner. 
rae sad ta _ & SUPPLY COMPANY vic | 
3925 OHIO STREET (At University Ave.) Jackson 2155 
| 










THESE forms are given to contractor to help him arrive at a price. 
They save time and help eliminate oversights. 


MR. JENSEN wrote this to replace the cumbersome contract 


APPEARING in 1940, this ad had exceptionally 
effective appeal to prospective homeowners. 
The prices given furnish a striking contrast 











to costs of today. 


THROUGHOUT the years, ads similar to this 
have established Dixie Lumber company as 




















A Story 
in Figures-- 
for Mr.and 


Mrs. Jones of | 
San Diego 


Cost of Lot 


at 5% 





home building headquarters in the mind of 
home owners around San Diego. 





Most People 


are asking: 


Where Can I Go? 


: .$ 500.00 

Contract price of 5-room house 
and garage . 
Total Price ..... 

Cash down payment (or equity 
in lot) 


Balance F.H.A. 20-year loan 










cludes principal, 


Monthly payment which in- 


Insurance and Taxes . 


2900.00 

To get reliable information and sound advice 

$3400.00 regarding the building of a ‘‘New Home.”’ There 

are many questions to be asked and answered. 
00.00 

1. The building site, character of neighborhood, value of 

$3000.00 lot in relation to cost of house. What to look for in a lot. 

= 2. Proper planning of home to best meet family require- 

ments. Proper use of floor space by intelligent planning. 

3. Selection of type of home and building materials to 

interest, be used. 

28.34 


4. Estimate of the amount you can afford to spend for a 
new home. 












To rent this house for a period 
of 20 years at $35 per mo. . $8500.00 
To buy this house on F.H.A. 


plan as outlined above.... 


5. How to arrange a loan to finance your home and a 
repayment plan to fit your income. 


6. How to select a general contractor. 


















would be living in a ‘‘New 
| than you now pay for rent? 





LUMBERES 


3925 Ohio St, 4 Weer 
at University 





Do these Figures interest you? 


the amount you invest in a New Hore, 
ean you afford not to own your ‘ 


Our 25 years of experience of Helpful 
Service is yours for the asking. 
wait longer? Come in, Phone or Write. 


FHA Sas rage 2155 


6801.60 7. What insurance and other precautions are needed to 
safeguard your interests. 
Do you realize vou And Much Else Besides 
Modern Home"’ for less 
This is true reg ee ess of Dixie Lumber offers a helpful service based on years of special- 
nag Know wing this, ized experience. We are eager to help you. Why not take advan- 
wn ome? 


tage of this friendly offer? 


Wendreds of othe: 


Why Our practical e ea: in a 
for the asking. 





UPPLY CoO- LUMBER E SUPPLY CO- 


Century in the Jackson 3925 Ohio St. “ ee the Jackson 
at University FHA Loans Arranged 2155 
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forms 
formerly used. 


as though too many eggs were in 
too few baskets. But it must be 
remembered that Dixie Lumber & 
Supply retains control by working 
with consumers. Furthermore the 
contractors are eager to cooper ate 
because of the valuable services the 
firm offers them. 

Mr. Jensen believes that their 
method of operation brings distinct 
advantages to the public, the con- 
tractors and the company. He item- 
izes these specific advantages as 
follows: 


1. The customer’s confusion is 
eliminated by having all of his 
building questions answered and 
his problems solved at one reliable 


headquarters firm. 


2. The best contractors are se- 
lected and enough business is de- 
veloped for them to keep them 
profitably busy. The same applies 
to sub-contractors 


3. The public gets good housing 
at lower costs. 


4. The cost of doing business is 
lowered. 


As San Diego in sunny southern 
California continues to expand you 
can be sure that the Dixie Lumber 
& Supply company will play an im- 
portant role in its growth. 








T 


will 
used 
want 
as yi 
U 
tive 
has 
The! 
tors 
gous 
situ: 
of t 
yon 


\ 
hig] 
mat 
adv: 
new 
two 
$10 
for 
Six- 
cad 
tri 
was 
evi 
bri 
are 
wa 
the 
iro 
In 
pic 
' 
fay 
We 
do 
pr 
CO 
tic 
od 


| 
| 


forms 


‘e in 
t be 
er & 
king 
» the 
rate 
; the 


their 
tinct 
con- 
tem- 


3 «6 aS 


n is 

his 
and 
able 


se- 
de- 
hem 


ylies 


sing 


ern 
you 
iber 

im- 





Hou Much 
Does the 1947 Dollar Buy? 


HE Wali Street Journal in a 
recent article said: 

“Perhaps one reason the dollar 
will not do as much for you as ic 
used to is the fact that you do not 
want to do as much for the dollar 
as you used to.” 

Undoubtedly this lack of produc- 
tive activity by the average worker 
has encouraged price inflation. 
There are other contributing fac- 
tors——such as profiteering and 
gouging—but the substance of the 
situation is that the buying power 
of the dollar has been damaged be- 
yond repair. 


ADVERSE PUBLICITY 

WHAT concerns us is that the 
high cost of building and building 
materials is receiving unjustified 
adverse publicity. One Chicago 
newspaper recently ran pictures of 
two houses, one built in 1940 for 
$10,000 and another built in 1947 
for $10,250. The 1940 house was a 
six-room structure with a nice fa- 
cade of face brick and a_ well 
trimmed yard; its 1947 counterpart 
was a four-room Cape Cod cottage 
evidently constructed of common 
brick. Its sloping roof was an 
architectural monstrosity. No lawn 
was shown and it was difficult for 
the reader to determine whether the 
iront or rear elevation was shown. 
In other words, the 1947 house was 
pictured in an unfavorable light. 

We know the industry has its 
faults and we know what they are. 
We realize, also, that the public 
does not understand the industry’s 
problems. Such things as building 
code restrictions, union jurisdic- 
tional squabbles, slow-down meth- 
ods and the like are expensive to 
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Building Materials Dollar Will 
Still Buy a Lot — Comparatively 


By GEORGE H. THINNES 


the homebuilder, we admit. 

But some people do not realize 
that since August 1939, farm prices 
have advanced 180 percent in con- 
trast to a rise of only 59 percent for 
industrial goods. Seventy percent 
of the rise in living costs is ac- 
counted for by higher food prices. 
If anyone is in the market for build- 
ing materials or housing it should 
be the farmer or high-priced me- 
chaniec. 

COMPARING COSTS 

H. R. NORTHUP, secretary-man- 
ager of the National Retail Lumber 
Dealers association, recently com- 
pared building costs with other 
products to show how much the 
farmer or laborer actually pays for 
a house in today’s market. For the 
sake of comparison, he cited a house 
built in Detroit in 1940 for $5,600 
and a similar dwelling built this 
year for $8,400. 

In 1940, the farmer had to sell 
7,414 bushels of wheat to pay for 
his $5,600 house; in 1947 he must 
sell only 3,818 bushels of wheat to 
purchase the house at $8,400.. Sim- 
ilarly, a plasterer, had to apply 
8,000 yards of plaster to earn 
enough to buy a $5,600 house in 
1940; in 1947 he can earn enough to 
buy an $8,400 house by applying 
6,720 yards of plaster. 

Compare the relative cost of new 
homes with any other commodity 
and you will find that dollar for dol- 
lar, a new home will give you as 
much value for your money as any 
other product on the market. 

Barker-Goldman-Lubin company, 
a retail lumber firm in Springfield, 
Ill., recently designated by the 
AMERICAN LUMBERMAN & BUILDING 
PRODUCTS MERCHANDISER as “mas- 
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ter merchants,” compared the cost 
of corn to lumber and building ma- 
terials in a recent newspaper ad- 
vertisement as follows: 

One hundred bushels of corn 
bought 1,000 square feet of lumber 
in 1940; 100 bushels of corn buys 
2,000 square feet today; 175 bushels 
of corn bought a new roof in 1940; 
today it takes only 55. The above 
statements are based on the price of 
corn on April 9, 1940 at 58 and 
three-quarters cents a bushel and 
on April 9, 1947 at $1.79 per bushel. 


AUTOMOBILE COSTS 


SINCE almost everyone is also 
interested in a new automobile, why 
not show the prospective purchaser 
how much car he could buy in 1941 
for $1,000 and what—if anything— 
a similar amount will buy in the 
automotive field today? Of course, 
you say that automobile prices will 
go down when buyers start to dis- 
criminate and ask for a demonstra- 
tion before buying and when labor 
really starts to produce. 

Home prices will go down under 
the same conditions. Government 
statisticians have charted a down- 
ward price course from the present 
170 percent of 1941 housing prices 
to a drop of around 127 percent of 
1941 prices. The statisticians do 
not expect housing prices to drop 
to 1941 prices; neither do you ex- 
pect to buy a car at 1941 prices. 

The public condones under-the- 
table money passing between the 
automobile dealer and his customer. 
Similar bribery in the building in- 
dustry would be considered a scan- 
dal. What the building industry 
needs is an aggressive public rela- 
tions program. 
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Selecting Farm Roofing 


Careful selection of material 

and proper application is 

essential for maximum life of 
farm roofing 


HE FIRST ESSENTIAL of 

satisfactory protection of 
farm buildings and their contents 
is a soundly constructed, weather- 
tight fire-resistant roof. 

Extensive field studies have es- 
tablished that maximum life of 
roofing on farm homes, barns and 
other structures can be obtained 
only by careful selection of mate- 
rial for the purpose to be served 
and proper application. 

The asphalt roofing industry, 
which last year produced 86 per- 
cent of all the roofing materials 
used in the United States, offers 
a wide diversification of styles to 
satisfy every roofing requirement. 

Weathertightness and _ fire-re- 
sistance with its resulting insur- 
ance savings, together with the low 
initial cost and ease of application 
make asphalt roofing an economical 
material for long life and trouble- 
free service. 

Asphalt roofings are made in 
weights varying from 45 to 325 
pounds for each square on the 
roof. It is almost axiomatic that 
the heavier the material the longer 
service it will give. Therefore, it 
is important for building material 
dealers, salesmen and applicators to 
keep in mind that satisfied cus- 
tomers can be retained by constant 
recognition of two vital points: 

1. Recommend the proper roof- 
ing to meet the functional re- 
quirements of the particular 
building to be covered. 

2. Make sure of proper applica- 
tion over a soundly con- 
structed deck as recommend- 
ed by the manufacturer’s in- 
structions. 

In emphasizing the importance of 
proper selection of materials for 
the purpose to be served, James L. 
Strahan, technical director of the 
Asphalt Roofing Industry bureau, 
declares: 


USE CORRECT WEIGHT 
“THE heavier shingles are best 
adapted for permanent structures 
having sloping rather than flat 
pitches and intended to render 
maximum service, as on farm 
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PROPER selection and application of asphalt shingles is important for Gothic style barns, espe- 
cially if the barn is located in an exposed area where it is subjected to the battering of stiff 


winds. 


Heavy weight shingles, properly nailed and sealed down or locked together on a 


soundly constructed deck will give the most effective resistance to high winds. 


dwellings and most major farm 
service buildings. 

“Light weight roofings of the 
roll type are well adapted for use 
on small secondary buildings and 
on other structures which are eco- 
nomically less important, such as 
inexpensive storage and machine 
sheds. 

“But it must be recognized that 
there is no one kind of asphalt 
roofing that is best for any par- 
ticular building under all circum- 
stances. Especially is this true on 
farms where building types are so 
numerous and conditions so di- 
verse. The shingles selected for the 
farm home should determine the 
choice of roofing for all other build- 
ings, large or small, that are 
grouped together in the same farm- 
stead. 


MATCH DWELLING ROOF 

“FOR instance, a poultry laying 
house or machine storage shed lo- 
cated near the dwelling, or adja- 
cent to a major service building, 
will rightly call for a roof which 
conforms architecturally with the 
roof on the dwelling, whereas a 
more inexpensive roll roofing might 
be quite suitable if the building is 
in an isolated location. 

“Basically, of course, the impor- 
tant thing is to select the material 
which will protect the building and 
its contents with a minimum of 
maintenance expense; and then to 
apply it properly.” 

The Asphalt Roofing Industry 
bureau, composed of 28 leading 
manufacturers, has found through 
its extensive research that most 
complaints of roofing failure were 


not caused by the material, but 
can be traced to improper selec- 
tion and faulty application of the 
products used. Field studies have 
proven that proper selection of 
product and strict adherence to 
manufacturers’ instructions for ap- 
plication eliminate practically all 
roofing complaints. 


ROOFING & RE-ROOFING RULES 

PRINCIPAL rules to follow, in 
applying a new asphalt roof or re- 
roofing an existing structure to 
assure long service are: 

1. Roof decks must be smooth 
and substantially supported to in- 
sure rigidity during the life of 
the structure. The deck should be 
constructed of well-seasoned lum- 
ber, and dry when the roofing is 
applied. Space immediately below 
the roof must be well ventilated, 
during and after application to pre- 
vent the possibility of buckling. 

Adequate ventilation, especially 
in cold weather construction, is of 
vital importance when _ roofing 
dwellings, particularly when inte- 
riors are being plastered or when 
plaster is drying. A positive cir- 
culation of air through the build- 
ing should be maintained to pre- 
vent condensation from moisture- 
laden air on the under side of the 
deck or within the sheathing. 

Proper ventilation of the attic 
space is necessary to minimize 
dampness after the building is 
completed and in use. Frequently 
moisture vapor from the lower 
floors, rising to the attic, will con- 
dense on the underside of the roof 
deck, causing the sheathing boards 
to warp and buckle sufficiently to 
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disturb the lay of the roof cover- 
ing. To avoid this, louvered open- 
ings should be constructed high 
up in the gable ends to insure ade- 
quate ventilation. 

2. On new construction, loose or 
resinous knots and excessively res- 
inous areas in the lumber should 
be covered with metal patches be- 
fore applying felt or roofing to 
the deck. 

3. In reroofing over an old roof, 
careful examination should be made 
to be sure the deck is strongly sup- 
ported and will provide adequate 
anchorage for the new roofing 
nails. It is necessary to make the 
old roof as smooth as possible by 
removing loose or protruding nails; 
splitting badly curled shingles and 
nailing them down, and filling in 
with new shingles all places where 
old ones are missing. The roof 
should be swept clean before ap- 
plying the new shingles. 


FOLLOW MANUFACTURER INSTRUCTIONS 

4. MANUFACTURERS’ in- 
structions should be followed care- 
fully. Square-butt strip shingles, 
for example, under ordinary con- 
ditions should be laid five inches 
to the weather and nailed with six 
nails; one at each end in the thick 
portion of the shingle and one 
about 14% inches on each side and 
just about the cutouts. (See ac- 
companying illustrations.) In _lo- 
cations exposed to extreme high 
winds, square-butt or hex-strip 
shingles should have their tabs ce- 
mented down with quick-setting 
cement. 

5. Asphalt shingles should be 
applied only to a sloping roof which 
has a pitch of at least four inches 
per horizontal foot of run. 

6. Ordinary type asphalt roll 
roofing should be applied only to 
roofs with a pitch of at least three 
inches per horizontal foot. For 
pitches of one inch to three inches, 
a 19-inch selvage roofing should be 
used. 

7. Roll roofing gives best results 
if first laid out flat in 12 foot strips 
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DETAILS of essential requirements for a 
soundly constructed roof deck are shown in 
this illustration. 


in a warm place for several hours 
before it is applied. 

8. Nails should not be driven 
slantwise in such a way that the 
edge of the nail head cuts into the 
roofing. Exposed nail heads on roll 
roofing should be covered with 
plastic cement. 

9. Asphalt cement should cover 
the entire lap of the roofing with 
an extra bead extruding along the 
edge. 


MORE COMMON MISTAKES 


USE of asphalt roofing on roofs 
of too flat a pitch; selection of 
lightweight materials for heavy 
duty jobs; greater exposure of 
shingles than manufacturer’s rec- 
ommendation, or use of fewer nails, 
or different location of nails than 
recommended, are practices which, 
the industry warns, may result in 
not obtaining the full useful life 
of the materials. 

Proper selection and application 
is especially important for Gothic 
style barns, popular in midwestern 
states. The barn frequently is lo- 
cated in an exposed area where it 
is subjected to the battering of 
stiff winds. For complete satisfac- 
tion and long service, the technical 
director of the Asphalt Roofing In- 
dustry bureau recommends: 

1. Three-tab, square-butt strip 
shingles, of at least 210 pounds 


CORRECT application of 3-tab, square-butt asphalt strip shingles, shown left, calls for six nails 


properly located in thiek portion of the shingle. 
slots and one inch from end of shingle and 112 inch on each side: of slots. 


is shown at the right. The nails are too high. 
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Nails should be 12 to 34 inch above top of 
Improper nailing 
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ADEQUATE flasing at valleys is important for 

good roof service. Above sketch illustrates 

proper application of mineral surfaced roll 
roofing. 


weight per square, laid five inches 
of exposed surface to the weather 
with six nails and the tabs sealed 
down. 

2. Giant, 12x16 inch individual 
shingles, laid American method, 
weighing 325 pounds per square; 
five inches to the weather with the 
tabs sealed down. 

3. Some types of heavy inter- 
locking shingles—one shingle in- 
terlocks with another to form a 
wind-tight surface; or the use of 
metal fasteners to hold the shingles 
together. 

The danger point on Gothic style 
barn roofs from the whipping of 
high winds, is at the top of the 
curve where the roof comes to a 
peak. It is in this area, Mr. Strahan 
emphasizes, that heavy weight 
shingles, properly nailed and sealed 
down or locked together on a 
soundly constructed deck will offer 
the most effective resistance to 
high winds. 


Photos: Asphalt Roofing Industry bureau 
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Suburban Trade 


Skokie Lumber Company’s new store in Chicago suburb 
is already pulling business from many miles around. 


EWEST AND LARGEST 

among the marts catering to 

the building materials public in the 

Chicago suburban area is the Skokie 
Lumber company, Skokie. 

“My idea was to take the yard 
away from the railroad tracks and 
put it on the main highway,” says 
J. H. McIntyre, president of the 
company. “I wanted a store so at- 
tractive that anybody could come in 
and feel just as much at home as he 
or she would in any other store.” 

Mr. McIntyre achieved that pur- 
pose, acting as his own contractor 
and builder, no smal] job when you 
view the shed and spacious retail 
store he has erected. The final out- 
lay for the entire job was some 
$18,000 under the lowest bid he re- 
ceived. 

STRATEGIC LOCATION 

STRATEGICALLY situated to 
attract the suburban trade of towns 
fringing the North shore of Lake 


Michigan, the large store with ex- 
pansive plate glass windows afford- 
ing a picture view of the entire in- 
terior, could hardly be better located 
for the job Mr. McIntyre has in- 
tended for it. 

It is located 100 yards from Sko- 
kie highway, chief trunk route to 
northern Wisconsin, and directly 
on Oakton street. The Chicago and 
Northwestern railroad tracks are 
within stone’s throw on one side of 
the store and the North Shore line 
as close on the other side. 

Motorists and train commuters 
can hardly fail to see the enormous 
sign, Skokie Lumber Company, 
which is painted along the entire 
length of the lumber storage shed. 
This sign is 165 feet long, the let- 
ters 10 feet high. Tivo other large 
signs offer free parking and this 
goes for commuters who want to 
leave their cars in the lot and go 
down town by train. The customer’s 


STRATEGIC location of the Skokie Lumber compeny is expected to make it a magnet for 


suburban trade. 


Two major railroads pass on either side of the building. One main street 


of the town passes the front door and a trunk highway is 100 yards away. 








INTERESTING use of a canopy and the large 
picture display windows are indicated by this 


photo. The canopy extends to a maximum 
overhang of 14 feet. Nine lighting wells are 
set flush with the ceiling. 


parking lot has room for 20 cars and 
there is separate space for em- 
ployee’s vehicles. 


STRIKING CANOPY FEATURE 

APPROACHING the store still 
closer, the observer will note an 
unique exterior feature, a gently 
curving structural canopy which has 
a maximum overhang of 14 feet. Set 
flush with the canopy are nine 
lighting wells which will provide 
effective illumination for the facade. 

The store itself is a combination 
of designs and ideas which Mr. Mc- 
Intyre picked up by widespread 
reading, consultation with archi- 
tects and visiting other modern 
stores. Dimensions of the store are 
50x65 and the full truss shed 
(completely fireproof) is 100 x200. 
The capacity of the shed is approxi- 
mately one million feet of lumber 
with enough outdoor storage for at 
least another million feet. The shed 
is directly behind the store and it 
is not necessary to go outdoors to 
reach it. 

A partial second story of the shed 
has been set aside for insulation 
and millwork. Serving the yard is 
a spur track, which makes it easy 
for the carrier and lift truck (the 
company has one of each) to move 
incoming lumber with ease about 
the three-acre plot. A rip saw and 
a cut saw are available to serve the 
company’s own needs. 


BASIC MATERIALS 


ALTHOUGH the store is not yet 
completely stocked, Mr. McIntyre 
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plans to offer a complete basic line 
of building materials—roofing, in- 
sulation, wall board, plywood, shelv- 
ing lumber, mouldings, combination 
doors and windows, overhead 
garage doors; also builders’ and 
cabinet hardware, step ladders, gar- 
den tools, home tools when available, 
unfinished furniture, kitchenware, 
etc. 

Mr. McIntyre is proceeding 


slowly intentionally along some 
lines. He does not plan to enter 
highly competitive fields. He does 


not plan to handle appliances at this 
time, nor hard materials, and will 
supply consumer paint up to a quart 
size can. 

However, the store is carrying 
kitchen cabinets and is prepared to 
offer one-stop service including 
financing for such jobs as kitchen 
and attic remodernization. 


HOME-MADE ISLANDS 

ONE delay encountered in stock- 
ing a complete line of floor merchan- 
dise was difficulty in securing dis- 
play islands. Mr. McIntyre and his 
staff finally built several themselves 
at a cost of about $30 apiece. He 
figures that within two years new 
and more modern equipment will be 


DISPLAY islands built by the store are utilized here for hardware 
and kitchen items. A kitchen cabinet display is at the left. Fluor- 
escent lighting tubes give even, brilliant illumination to the entire 

store. 








SPECIAL storage section in the shed p2-mits easy access to a sizeable 
inventory of insulation, millwork and other items. Entrance leads into 
the store. 





J. H. McINTYRE, president of the company, 

center, will be assisted in the operation of 

his new store by Frank E. Vonesh, who will 

serve inside consumer trade, and Walter R. 
Pratt, store manager. 


available, meantime his home-made 
display counters will serve the pur- 
pose. Eventually most islands will 
be mounted on castors for mobility. 

Fluorescent overhead lighting 
runs in three streamers diagonally 
across the store, the longest strip 
being about 60 feet. A fluorescent 
fixture invisible from the street will 
be used to floodlight the interior at 
night. 

Some 36 feet of 


retail sales 
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counter affords ample consumer 
space for overcounter sales. Heat- 
ing is by hot air. Sides and rear of 
the display room are done in birch 
plywood with the lower three feet 
in masonite in eight-foot panels. 
Rest rooms for men, women and 
employes are provided. 

Display advertising in two su- 
burban weekly newspapers is being 
used to attract consumer trade. The 
weeklies are used alternately, the 
same advertisement appearing in 
each paper. 


EXPERIENCED STAFF 


ALTHOUGH he has operated a 
retail yard in Chicago for 10 years, 
this is Mr. McIntyre’s first effort in 
retail store merchandising. As 
store manager he has Walter R. 
Pratt, who has had 20 years experi- 
ence in retail store merchandising. 

Other members of the staff are 
Frank E. Vonesh, inside consumer 
trade; James Jacob, bookkeeper and 
phone orders; Frank Kalish, yard 
superintendent of 25 years experi- 
ence; Edward Loebbaka, yard 
trade; Frank Worseck and Elmer 
Zilbilsky, drivers, and William 
Mueler, helper. 


1 


A GENTLY curving display counter affords ample room to serve con- 
sumer needs. The counter is situated so it is necessary to pass the 
various island displays in order to have items wrapped and change 


made. 








FULL truss completely fireproof shed 100x200 feet permits the use 
cf mechanical equipment. Edward Loebbaka is operating the lift truck. 
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IN A SERIES OF MANAGEMENT 
ARTICLES FOR EXECUTIVE 
PERSONNEL OF RETAIL BUILD- 
ING PRODUCTS COMPANIES | 








Accelerating Your Profits 


There’s more money in the bank for dealers who 
understand and apply the law of accelerated net 
profits — a step to effective retailing. 


* THIS TRANSITION year 
in which declining prices and 
increased competition may take 
their toll of both gross margins 
and selling prices, dealers will find 
it advantageous to strive to pass 
the break-even point and capitalize 
upon the law of accelerated net 
profit. 

A discussion of this subject 
should begin with definitions: 

The law of accelerated net profit 
is based on the fact that certain ex- 
penses of a business are fixed or 
non-variable and will reach certain 
proportions regardless of whether 
the company attains, exceeds or 
fails to achieve, its established 
sales quotas. 

Such fixed expenses include man- 
agement and administrative costs, 
rent, light, heat, depreciation, prop- 
erty taxes, insurance, accounting, 
credit, clerical, ete. 


FIXED EXPENSES STEADY 

FIXED expenses are all expenses 
that do not vary with the sales vol- 
ume—the latter may be called vari- 
able expenses. 

In most organizations fixed ex- 
penses will be the same whether 
sales fall off as much as 50 percent 
or are increased as much as 50 
percent beyond expectations. 

In other words, most administra- 
tive and staff employees in the 
average operation could handle a 
very considerable amount of addi- 
tional sales volume without calling 
for additional help. 

By speeding up turnover the 
same rental space could also handle 
greatly increased volume, etc. 

If prices are not lowered, any in- 
creased volume beyond normal ex- 
pectations will carry an increased 
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percentage of net profit equivalent 
to the percentage on sales of fixed 
expense. 

This is the law of accelerated net 
profit. 

Stated another way, this law pro- 
vides that when the break-even 
point in a given year’s operation is 
reached, all sales beyond that point 
at a pre-determined mark-up will 
carry a percentage of net profit 
equivalent to the normal percent of 
net profit plus the percentage of 
fixed expense. 


BREAK-EVEN POINT 
THE break-even point in a fiscal 
year is that date on which the accu- 
mulated sales volume has earned 
a gross margin equivalent to the 
fixed expenses for the entire year, 
plus all accumulated variable ex- 


penses on the volume attained. 


This is a vital point in the year’s 
operations because the net profits 
begin actually to be earned beyond 
that date. 

The next vital date is the day on 
which the net profit quota for the 
year is earned. Beyond that point 
the net profits on any additional 
volume at the same selling prices 
accrue at a rate more than double 
that of previous business. 


REACHING THESE GOALS 

EVERY organization should 
strive mightily to reach both the 
first and the second of these goals 
in the shortest possible time in the 
fiscal year. 

An examination of a hypotheti- 
cal case will facilitate the applica- 
tion of these principles to the in- 
dividual business. 

The fiscal year of Dealer A be- 
ginning and ending on April Ist, 


caused him to budget his next 
year’s business as his year came 
to a close. 

His previous year’s sales volume 
was reaching $180,000 on an oper- 
ating cost of 23 1/3 percent of sales 
and he was making 6 2/3 percent 
net profit. 

Anticipating a slight improve- 
ment in supply he decided to set his 
sales quota at $200,000 for the com- 
ing year. 

As he was not satisfied with 6 2/3 
percent net profit, he determined to 
aim at 10 percent net on the 
$200,000, or $20,000 on the com- 
ing year’s volume. 

Having experienced a gross ex- 
pense of 23 1/3 percent on sales, he 
added the desired net of 10 percent 
and referred to the mark-up table 
(see accompanying chart) to find 
what percent he would have to add 
to his materials cost to secure a 
gross margin of 33 1/3 percent. He 
found the necessary mark-up to be 
50 percent, and he determined to 
get that average* mark-up on all of 
the ¢oming years sales. *(See dis- 
cussion of mark-up percentages 
below. ) 

ANALYZING EXPENSES 

BY analyzing his fixed expenses 
of the previous year he found that 
they were 11 2/3 percent of sales, 
with variable expenses an addi- 
tional 112/3 percent, making 4 
gross or total expense of 23 1/3 
percent on sales. 

The following fiscal year’s 
budget then looked like this: 


Projected sales volume..... $200,000 


Cost of goods ...... $133,334 
Fixed expenses..... ,333 
Variable expenses .. 23,333 
INGE PORE 2 wc ccess 20,000 


$200,000 $200,000 
His break-even point would be 
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reached when his organization had 
sold a total of $108,000, broken 
down as follows: 
NE $108,000 
Cost of goods sold. .$ 72,000 


Fixed expense for 
entire year ...... 23,333 
12,667 


Variable expense on 
$108,000 volume .. 
$108,000 $108,000 





LAST TWO MONTHS PAY OFF 


ASSUMING average sales each 
month, the normal time for reach- 
ing the break-even point would be 
108/200ths of the year, or a little 
over six months. 

But because of the organization 
drive to meet the break-even point, 
the goal was reached in five months 
and the $200,000 volume was 
reached in ten months. 

In the last two months of the 
year, because of the impetus of the 
sales program, an additional vol- 
ume of $75,000 was sold. 

The gross margin (331/3 per- 
cent) on this $75,000 was $25,000 

but the expense was only the 
varible 112/3 percent because the 
entire year’s overhead or fixed ex- 
pense was covered at the break- 
even point. 

After deducting expenses of 
$8,750 on this additional volume, 
the net profit was $16,250 or $8,750 
more than the budgeted 10 percent 
net. 

This entire net profit will con- 
tinue to accrue until it becomes 
necessary to increase the adminis- 
trative staff and fixed expense. 


WHAT DEALER MUST DETERMINE 


THIS hypothetical case is an ex- 
ample of the law of accelerated net 
profit at work. Each dealer will 
have to determine (a) his own 
fixed expense percent, (b) his own 
variable expense percent, (c) his 
own net profit quota, (d) his own 
mark-up, and (e) his own sales 
quota. 


_ *It is well to remember that build- 
ing products retailing cannot be suc- 
cessfully conducted with a_ single 
fixed mark-up on each individual sale. 
On the contrary, budgeted net prof- 
its are based on a varied mark-up on 
a multiplicity of different items that 
average out—a pre-determined mark- 
up percentage (in this hypothetical 
case it is 50 percent). 

Some of the factors that dictate the 
variable in mark-up on the individual 


item inelude: 
(a) Quantity 
(b) Quality 


(c) Turnover 

(d) Cost of physical handling 
(e) Extent of service 

(t) Acceptability 

(g) Availability 

(h) Credit requirements 

(1) Risk factors 
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But this law will work for any 
dealer who applies these principles. 

The advantages of this accelera- 
tion of sales volume and profit are 
obvious even in a seller’s market, 
but with a buyer’s market in the 
offing, this surplus net profit pre- 
sents interesting possibilities. 

Without affecting the budgeted 
10 percent net profit in any way, 
this extra profit could be used in 
one or more of these eleven ways: 


1. To offset inventory losses on 
a declining market. 

2. To meet a certain amount of 
cut price competition.t 

3. To set up a reserve against 
unforeseen contingencies. 

4. To reduce percentage of 
mark-up on next year’s busi- 
ness ——- lowering consumer 
selling prices. 

5. To provide incentives to de- 
partment heads. (Study will 
reveal how, with adequate 
accounting records, this 





principle of accelerated prof- 
it could be applied to the op- 
erations of each separate 
department.) 

6. To plow the extra profit 
back into the business in 
terms of increased advertis- 
ing and sales effort. 

7. To add to bonuses and profit 
sharing funds. 

8. To take on some extra cost 
business. 

9. To extend credit risks 
slightly beyond normal. 

10. To compensate for mark 
downs and cut price bar- 
gains and clean-up sales. 

11. To declare the excess profits 
in extra dividends. 





+This theory has elements of dan- 
ger, but it is possible at any time 
in the year to take on a certain 
amount of highly competitive volume 
in anticipation of those extra earn- 
ings—but the penalties for mis-judg- 
ment and failure to exceed quotas is 
severe indeed. 





Mark-Up TABLE 


Find the margin or gross profit percentage desired in the left-hand column. Multiply 
the cost of the article by the corresponding percentage in the right-hand or mark-up col- 
umn. The result added to the cost gives the correct selling price. 

























































































Margin Mark-up 
Per cent of — Per cent of 
Selling Price Cost 

4.8 5.0 
5.0 5.3 
6.0 6.4 
7.0 7.5 
8.0 — 
9.0. 10.0 
10.0 Lt 
10.7 12.0 
11.0 12.4 
11.1 12.5 
12.0. 13.6 
12.5 14.3 
13.0 15.0 
14.0 16.3 
15.0 17.7 
16.0 19.1 
16.7 20.0 
17.0 20.5 
17.5 21.2 
18.0 22.0 
18.5 22.7 
19.0. 23.5 
20.0 25.0 
21.0 26.6 
22.0 28.2 
22.5 29.0 
23.0 29.5 
23.1 30.0 
24.0 31.6 




























































































Margin Mark-up 
Per cent on Per cent on 
Selling Price Cost 

25.0 33.3 
26.0 35.0 
27.0 37,0 
27.3 37.5 
28.0 39.0 
28.5 40.0 
29.0. 40.9 
30.0 42.9 
31.0 45.0 
32.0 47.1 
33.3 50.0 
34.0 51.5 
35.0 53.9 
35.5. 55.0 
36.0 56.3 
37.0 58.8 
37.5 60.0 
38.0 61.3 
39.0 64.0 
39.5 65.5 
40.0 66.7 
41.0 70.0 
42.0 72.4 
42.8 75.0 
44.4 80.0 
46.1 85.0 
47.5 90.0 
48.7 95.0 
50.0 100.0 
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Training 


Future Small Town Builders 


Nebraska gears its State Trade school to 
train craftsmen for the small-town field. 


OW THE STATE of Nebraska 

is planning its state trade 
school program to help the small 
town building industry can be a 
lesson to other states that are badly 
in need of building mechanics for 
their smaller towns. 

“We definitely feel that the State 
Trade school can cooperate with the 
building trades in training crafts- 
men,” says Lowell A. Welsh, direc- 
tor of the school. 

“We expect eventually to offer 
schclarships to students in differ- 
ent communities if, in our opinion, 
the selected student can benefit by 
such training. This opinion will be 
based on the recommendation of 
business men in that community. 
Local lumber merchants can co- 
operate in this way by encouraging 
outstanding young men in the com- 
munity to take training of this 
type.” 

Progress is limited only by the 
capacity of the individual student. 
Of particular interest to lumber 
dealers is the carpentry course. 

PRACTICAL APPLICATION 

FIRST year of schooling is div- 
ided into two-hour class room dem- 
onstrations where the actual skills 
are taught; two-hour shop work 
where these skills are put into prac- 


CABINET making is part of the carpentry course. 
room demonstrations where the actual skills are taught are followed 


tice followed by two hours of re- 
lated math and science which in- 
cludes subjects like blueprint read- 
ing, drafting, etc. 

The balance of the day is spent 
on pay-on-the-job production. This 
period is devoted to actual-on-the- 
job experience under the guidance 
of an instructor. Many projects are 
completed for people living near 
the school. Earnings by the stu- 
dents help defray their expenses. 

In the second year, the first part 
of the program is similar to the 
first year, time being spent on class 
work and demonstrations followed 
by shop experience. In addition, the 
second year curriculum includes 
public relations and job relations 
with emphasis on estimating con- 
struction jobs and bookkeeping. 

During the entire two-year 
course, the student is taught the 
necessary carpentry skills and then 
puts those skills into use in the 
shop or on the outside job. The 
aim of the department is to fur- 
nish Nebraska with a supply of 
competent carpenters. Related sub- 
jects which a carpentry student 
may include in his curriculum em- 
brace cabinet making, drafting, 
pattern making and lumber yard 
management. 


Two-hour class 


by two hours of shop work where these skills are put into practice. near the school. 
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LOWELL A. WELSH, director, Nebraska State 
Trade school. 


LONG WAITING LIST 

ESTABLISHED in 1941, the Ne- 
braska State Trade school operated 
almost exclusively as a school to 
teach specialized skills needed in 
war production plants until it was 
restored to a peace-time basis. The 
school has a capacity enrollment 
with over 400 applicants on the 


waiting list. Two courses are} 


offered. The diploma course of two 
years which includes actual job 
practice on jobs that students will 
encounter in industry. This is aug- 
mented by related technical infor- 
mation and training in the setting 


up and operation of a small busi- 


ness. The certificate course is open 
to students who have had some 
work in the trade and desire train- 
ing in specific units. 

Other courses of interest to 
building products merchants that 


may be added are those in farm [| 
machinery and plumbing and heat- 
ing. 


ONE feature of the Nebraska Trade school course in carpentry is the 
“pay-on-the-job” experience. Various jobs are done for people living 
Students’ earnings help defray their expenses. 
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Ways to 


| oan BALANCE between 
his line of hardware products 
and his total stock of building ma- 
terials should be uppermost in the 
mind of the retail lumber dealer 
in considering -the most effective 
merchandising of builders’ hard- 
ware for greater turnover and 
profit. 

Important factors for the dealer 
to reckon with are these: his stock 
of builders’ hardware will account 
for 10 to 15 percent of his gross 
volume. Consequently, the store 
space allotted to the effective dis- 
play and merchandising of this 
stock should not be allowed to 
sprawl over too wide a store area. 

In addition, the time and energy 
devoted to the selling of builders’ 
hardware should not be out of pro- 
portion to the extent of the busi- 
ness done with this product. 


SPACE-SAVING DISPLAY 


IN PRINCIPLE, then, the dis- 
play and merchandising of build- 
ers’ hardware should be economical, 
space-saving and at the same time 
so sales provoking as to reduce the 
need for time-wasting, energetic 
sales approaches. 

The proper and effective display 
of builders’ hardware in the retail 
building materials store should 
stimulate impulse buying, attract 
the consumer’s attention to the 
right item for the right use and 
should be so arranged as to produce 
a sale quickly, at the same time 
preparing for the sale of related 
items. 

The stock of builders’ hardware 
should be compactly shelved, prop- 
erly sampled, identified and priced. 
Since the lumber dealer—if he is a 
profit-wise merchant—will carry a 
small, active stock, the bulk of his 
builders’ hardware line will be car- 
ried in one section of his store, 
plainly visible. 

In field tests conducted by a well- 
known hardware company, it was 
found that a combination display- 
and-stock cabinet, providing a 


“hardware store within a store,” is 
the best answer to this need for 
dealers who do not have a hardware 
department. 

This standardized, colorful hard- 
ware cabinet, 


available through 






Merchandise Hardware 





PROPER display, labelling and boxing of hardware items makes them easy to sell. Harold A. 
Rosser, president, W. F. Rosser Lumber company, shows a clerk, Mrs. Evelyn Everman, how simple 
it is for her to sell properly displayed builders’ hardware. 


wholesale distributors, displays and 
stores $1,200 worth (retail value) 
of hardware, requiring only 12 
square feet of floor space. 


FOR SMALL-TOWN DEALER 


THE cabinet is designed for the 
small town lumber dealer. Every 
item is displayed on removable 
panels; inside, the stock is con- 
veniently shelved. Every item on 
display has a place for a printed 
label, so that the sales clerk can 
easily make up an order as the cus- 
tomer selects items among the sam- 
ples. 

Colorful, compact and dramatic, 
the cabinet stands seven feet high 
and four feet wide. 

Items outside the regular build- 
ers’ hardware line—padlocks, door 
closers, bicycle locks and storm 
door closers—should be prominently 
displayed in the general area of 
the display-and-stock cabinet to ar- 
rest store traffic and make sales. 

Good display agents are the pack- 
ages themselves which contain 
builders’ hardware. Until compara- 
tively recently, hardware boxes and 
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packages were dull and colorless. 
Today, hardware is packaged in 
bright, colorful boxes. This type of 
package makes hardware selling 
easy. Properly displayed in win- 
dows and interior spaces, these 
packages arrest attention and in- 
vite store traffic. Although the chief 
function of a box is to protect the 
product in it, a modern merchandis- 
ing package can help clinch the sale 
by its own attractiveness and the 
effective selling sentences on it. It 
is also a “silent salesman” for re- 
lated products. 

Choosing the -right hardware 
products for display in the best 
available store and window space 
is not as difficult as it sounds. Field 
tests show that wherever possible 
quality brand-name, nationally ad- 
vertised products should be dis- 
played most prominently. 

First, consumers are partially 
sold in advance by the reputation 
of the quality brand and by the 
advertising conducted in its behalf. 
Being easily identifiable, brand- 
name products arrest attention and 
provide a point of contact between 
the consumer and the retailer. 
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CHARLES HUMMER at his desk in the big 


sales building. 


JOHN GREEN in front of the store’s display 
paneled office on the second floor of the windows on one of the main streets of Chester. 





Hummer aud Green 
Adjust Business & Customer Needs 


HARLES HUMMER, of Hummer & Green, 
Chester, Penn., remembers with some amuse- 
ment the first days of his distribution yard. At 
least they seem funny now. John Green had not 
yet joined the company but came in about a year 
later. The yard staff consisted of one helper. 
“The business,” says Mr. Hummer, “was prac- 
tically bankrupt the moment I opened it up for 
sales. But no one else seemed to know this, so we 
kept going and made the grade. That first week 
still sticks in my memory. I had some lumber, so 
I went out and made some sales. It wasn’t a mat- 
ter merely of wanting to sell and get going. I had 
to sell, and I had to collect the money right then. 
Otherwise I couldn’t have paid the yard man on 
Saturday night.” 


CUSTOMER CONTACTS IMPORTANT 

THIS matter of starting with the very mini- 
mum of working capital naturally conditioned the 
operating policies of the business. It was a mas- 
sive education in the value of skill and manage- 
ment; the things that make up modern merchan- 
dising. Such factors as selling and sales velocity, 
customer contacts and advertising and the fixing 
up of displays, the balance of goods and services 
to make it easy and profitable for the customer to 
buy, wholesale buying exactly geared to retail 
selling, and the handling of accounts not only to 
avoid losses and delayed payments but also to 
promote later sales, all these things became highly 
important in padding up the thin cushion of work- 
ing capital. 

The importance of these policies and skills is 
still held mighty high in the Hummer & Green 
offices. Sales now hit around the million mark, 
and the old specters of scanty capitalization no 
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longer haunt the yard alleys. But the human 
equation, the adjustment of the business to the 
needs and understanding of the customers, this 
factor is still tops. It worked in the days of small 
capital, and it works now. 

The city of Chester is an industrial point, about 
midway between Philadelphia and Wilmington. 
It is on deep water; and Hummer & Green can 
and at times does bring in stock by water ship- 
ment. While the company handles a certain 
amount of industrial sales, it looks upon the cus- 
tomer and his contractor as the factors promising 
the largest and most satisfactory expansion. 


PLANS TO EXPAND 

PLANS are under way at present to expand the 
sales rooms by extending the retail department to 
more than double its present width. The yard is 
near the center of the city, on a busy street; and 
these displays, both the windows and the sales 
floor, have proved of high value in automatic or 
semi-automatic sales. One of the special features 
is kitchens; a line that has proved especially at- 
tractive to the buyers. The average kitchen sold 
here carries a price above $700. These kitchens 
are usually sold installed; and the planing mill is 
of special importance in doing this work. Sure 
enough, the kitchen equipment runs to stainless 
steel and mechanical devices such as deep-freeze 
units, dishwashers and the like; but they have to 
be adjusted to the room size, and this is where 
the mill does it stuff. 

All of these appliances, kitchen equipment, elec- 
trical devices and the like, are kept carefully de- 
partmentalized. So is the application department 
which handles insulation, siding and roofing. The 
company has a rather large territory for this 
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CAREFULLY laid out, the first floor display room of the company 

invites customers to come in and look around. All of the items are 

placed so they are easy to see, and customers can examine them 

closely. The kitchen display is designed to look as much like a real 

kitchen and utility room set-up as possible. Hardware and paint 
counter displays are informative as well as colorful. 


insulation service and has quite a number of 
crews at work the year around. Another depart- 
ment due for expansion is paint. It’s hard to get 
supplies at present; but that’ll change, and the 
market is large and continuous and definitely im- 
portant. 

The company believes in service; installing and 
maintaining the articles it sells. Some reasonable 
caution is indicated; but sales must depend upon 
the continuing usefulness of articles already sold. 
So it’s hard to escape a selective line of service. 
The planing mill, now employing some 15 men, 
was started as a sort of customer service; to 
bring in customers who wanted perhaps rather 
small household jobs done and who in this way 
would become acquainted with the company. The 
mill has become large enough now so that it must 
be planned for steady operation and a predictable 
profit. It has been especially useful during the 
period when millwork was hard to get. During 
the late winter it turned out the sash and frames 
for some 60 houses. Otherwise the construction 
work on these jobs would have come to a stop. 


HOUSE PLAN DEPARTMENT 


THE company maintains a house plan depart- 
ment which has proved highly useful. In this con- 
nection Mr. Hummer and Mr. Green are very 
anxious about current high costs of construction 
and, like a good many other dealers in the east- 
ern area, are doing their bit to hold these costs in 
line; refusing to charge for scarce items the 
prices which the current traffic undoubtedly 
would bear. 

The partners are preparing to build one or 
more of the engineered, “domino” houses and will 
keep exact costs on every item going into the 
construction. Mr. Hummer believes this local ex- 
perimentation is much more valuable to the in- 
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dustry than any check run made by professional 
research engineers operating at public cost. After 
all, it’s the local figures that are important to the 
local customer; and these local figures are deter- 
mined by the buying and operating skill of local 
dealers and the efficiency of local labor. 

Two operating fields seem so important to Hum- 
mer & Green that they are enlisting outside tech- 
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LOCATED on a busy corner near the center of town, the company 
cttracts customer interest wiih two well placed neon signs and 
carefully thought out window displays. 


nical knowledge to add to their own experience. 


CAREFULLY TRAINED SALESMEN 

FIRST of these is salesmanship. Hummer & 
Green salesmen are very carefully trained, over 
a long period, and in a good many fields. To make 
sure that this will be a profitable investment, the 
partners send their prospective salesmen through 
a series of aptitude tests that are run by a repu- 
table organization. The company can train these 
men; but it’s well to know in advance that the 
young fellows have the right basic qualities. The 
yard sales force is usually about fifteen in num- 
ber. 

The second of these fields is advertising. The 
partners know what they want to push in their 
publicity, and they have skill in that field. But to 
be sure of the technical quality of this publicity 
they have it gone over by an advertising agency. 
Recently the advertising was being directed 
largely to the kitchen service. 

Hummer & Green have handled much home- 
building financing and expect to expand this serv- 
ice when the future course of costs and construc- 
tion volume is a L-ttle clearer. 

CONSUMER NEEDS FIRST 

THROUGHOUT the big plant there is the care- 
fully co-ordinated effort to draw all these lines of 
goods and services into something that will make 
sense to the customer. He’s tops. Without him 
there’d be nothing. The big yard, the mill, the 
sales and display rooms and the handsome oftices 
on the second floor of the front building, the serv- 
ice departments, the financing and all the rest, 
are designed to make the business meet his needs. 
It’s also designed to attract his attention, in a 
dignified but unmistakable way. The color 
scheme of the plant is yellow and blue; a hand- 
some and striking combination. The trucks are 
painted in these colors, as the various buildings 
and warehouses will be when present alterations 
and expansions are completed. 

Perhaps the one factor that most pleases the 
partners is a system of front-office reporting of 
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the accounts receivable. This was adapted to the 
company’s special needs and shows at a glance 
a complete picture of these accounts. It’s fairly 
simple, though Hummer & Green say they’ve 
never seen one quite like it. The important fac- 
tor is that it’s used as a management tool. The 
average account receivable runs about fourteen 
days; and over a period of ten years the credit 
losses have been one-tenth of one percent. 


‘Hummer and Green 


DEPENDABLE BUILDING PRODUCTS 














® Completely modern—a symphony in beauty and 
cleanliness, these new work-saving kitchens will 
allow you more time for yourself. Immediate in- 
stallation. No down payment—36 months to pay. 


Hummer ond Green 


DEPARTMENT’ STORE. OF. THE~HOME | 








5th and Fulton Sts. 
PHONE: CHESTER 9171 


OPEN EVERY FRIDAY EVENING TILL 9 P.M. 















Modernize and beautify 
her workshop. One 
or more of these 
kitchen units 
will lighten 
her daily 
chores 


























PRE-FINISHED ‘ 
HIGHEST QUALITY 
WALL i BASE UNITS 
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pate OPEN 
Pio HUMMer ond Greenies 
PARKING DEPARTMENT STORE OF THE HOME UNTIL 9 

7 
STH AND FULTON STREETS , 
PHONE: CHESTER 9171 





COMPLETE kitchens, including cabinets and appliances, are a special 
feature of the store, and are well advertised in newspaper display ads. 


May 10, 1047, AMERICAN LUMBERMAN (> 


PTS LS ORI 


ee 




















. ees. eet ae. «eee 





ac- 
“he 
2en 
dit 





rr 


le 





l 








ecial 
ads. 











ee Nas Only ONE application of 
Sh ey : * — CELO-SIDING gives you 
algt 


INSULATION 


SHEATHING 


STRUCTURAL 
STRENGTH 


TERIOR Finish 


CELOTEX DEALERS: We will supply Celo-Siding broad- 
side for mailings to farmers on R.F.D. Box Holder lists, imprinted with your 
name. No addressing necessary. Only cost to you is 1’2c postage per name. 
Write us direct ordering number desired. 


THE CELOTEX CORPORATION 
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Your farm market 
_ almost unlimited for 


DELo: SIOING 








TRADE MARK 


ff 


The Celotex product ideal for 
constructing insulated farm 
utility buildings 


A remarkable product — Celo-Siding offers 
insulation plus sheathing, structural strength 
and exterior finish, all in one application! 


Perfect for any utility buildings— brooder 
houses, range shelters, laying houses, work 
sheds; almost any farm utility building can 
be built with Celo-Siding quickly, easily, 


economically. 


Nationally advertised in farm publications. 
Merchandising and display material also 
available to Celo-Siding dealers. 


Available now! See your Celotex represen- 
tative or write us—find out how you can use 
Celo-Siding most effectively. 


Celo-Siding is a superior insulation siding. Core is genuine 
Celotex Cane Fibre Board, famous for insulation and 
strength — Ferox-treated to resist termites, dry rot, fungus 
growth. All sides and edges sealed against moisture by coat- 
ing of asphalt, extra thick on outside and surfaced with 
durable, colorful finish of firmly imbedded mineral granules 
that never needs painting. 








LELO-SIDING 


TRADE MARK 


ONE OF THE BUILDING 
Famous CCELOTEX ppopucts 











* CHICAGO 3, ILLINOIS 











Seven Parts of a Successful Sale 





7 sParTs OF A SALE 


1. Approach and Arouse In- 
terest 


Survey Needs 
Create Desire 


Give Reasons for Buying and 
Prove Your Points 


Quote the Price 


6. Remove Remaining Objec- 


tions 


7. Close the Sale 











UCCESSFUL SELLING is a 
mental process. It is the shap- 
ing of ideas. It is at one and the 
same time an art, a science and a 
skill. It is the process of persuad- 
ing people to do willingly the thing 
you want them to do in the manner 
in which you want it done at the 
time you want them to do it. 

Even an order is mental in na- 
ture, but here the idea is born in 
the customer’s mind. 

In creative selling the idea gen- 
erates in the salesman’s mind. He 
transplants it to the prospect’s 
mind and cultivates it until it be- 
comes an order. Thus an idea is 
converted into a sale, and a pros- 
pect into a customer. That’s what 
creative selling is. 

Obviously, then, a creative sale 
involves several precise stages. The 
wave of a magic wand cannot gen- 
erate and transplant ideas and cul- 
tivate them into orders. 

We must study the anatomy of a 
creative sale, analyze it, break it 
down into its component parts. 
Any big job becomes simple if it 
is divided into a number of little 
jobs which can be done one at a 
time in the proper order. When 
the salesman understands and mas- 
ters each component part he can 
fit them together into a smooth- 
flowing, effective presentation for 
creative selling. 

Repeated studies have proved 
that every creative sale breaks 
down into seven major parts as fol- 
lows: (1) the salesman’s approach 
and arousing of prospect’s inter- 
est; (2) a survey of the prospect’s 
needs; (3) creation of desire in 
the prospect; (4) enumeration of 
reasons for buying with substan- 
tiating proof; (5) quotation of the 
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The anatomy of a sale breaks down into seven vital 
parts. Here’s how to understand those parts and 
perform them properly so you can get more orders 


price; (6) removal of prospect’s 
objections; (7) closing the sale. 

If the sale in the making is a 
large one all of these steps might 
not be consummated in a single in- 
terview. The process might take 
anywhere from five minutes to sev- 
eral weeks depending on a number 
of factors. Frequently the sales- 
man first approaches the housewife 
and later closes the sale when both 
she and her husband are present. 

The best way to understand 
these parts is to examine a typical 
sale and learn how the creative 
salesman handles them step by 
step. For our example let’s take a 
case of cold solicitation. Suppose 
the salesman has spotted in his ter- 
ritory a house that obviously needs 
exterior improvements. The owner 
of that house has never, so far as 
the salesman knows, expressed in- 
terest in an improvement job. He 
has never sent an inquiry in re- 
sponse to an advertisement, tele- 
phoned the company for informa- 
tion, etc. Investigation reveals to 
the salesman the name of the resi- 
dent family and the fact that they 
own the house. 

This is a case of a creative pros- 
pect rather than an _ interested 
prospect. A high type of creative 
selling will be required to get an 
order. The experienced salesman 
will go through the seven parts of 
a sale as follows: 

1. APPROACH AND AROUSE 
INTEREST. Obviously an ap- 
proach is the necessary first step. 
Its purpose if for the salesman to 
sell himself and his company, to 
get him inside the house. If his 
appearance and _ personality are 
pleasant he will have little trouble 
selling himself, which merely 
means making a good impression. 


He must also arouse enough in- 


terest so that the prospect will be 
willing to talk to him. So the sales- 
man will plan in advance the open- 
ing words of his approach. Prob- 
ably he will also select from among 
his sales aids an attractive booklet 
of home improvement ideas. 

Armed with these he will ring 


the door bell. When the prospect 
(in most cases it will be the house- 
wife) comes to the door, he will 
step back a little, smile and greet 
her graciously and naturally. After 
that he will use a talk similar to 
the following: 

“My name is Mr. Smith of the 
Blank Lumber & Supply company. 
I’m here to explain the service pro- 
vided by our company—and to give 
you a free copy of this home idea 
booklet. 

“I’m sure you are_ interested, 
Mrs. Jones, in the new modern 
methods of making your house- 
keeping job easier—of making your 
home even more comfortable and 
pleasant. My purpose in calling is 
to ask a few moments of your time 
to explain our special service. May 
I come in?” 

An approach like this is calcu- 
lated to make a good impression 
and also to arouse interest by 
touching on a subject close to the 
prospect. Any good salesman will 
vary his approach to fit the situa- 
tion and will be invited into the 
house on a fairly high percentage 
of his calls. 

When he gets in the salesman 
will quickly and clearly give a 
thorough explanation of the serv- 
ice which his company offers 
through him. He will explain this 
from the consumer’s viewpoint, 
telling how the service eliminates 
confusion by combining the best in 
designs, materials and labor—de- 
livering a finished package to the 
homeowner. 

2. SURVEY NEEDS. Before 
he made the call the salesman will 
have looked over the outside of the 
house and made notes on some ob- 
viously needed improvements.  In- 
sofar as possible we will do the 
same thing for the inside of the 
house. But he will do it quickly 
and tactfully. First of all he will 
engage the prospect in conversa- 
tion and ask questions which will 
bring to light what changes she 
would like to see made in her home. 
By a combination of observation 
and tactful questioning he will de- 
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Heatilator’ Fireplace is Sazcex to Sell! 
nan 
th A leader in its field for 20 years, the Heatilator Fire- 
ers place has lived up to every sales claim made for it. It has been 
this proved in thousands of homes and camps—under all conditions 

t, ‘ : 

“ —in all parts of the United States and Canada. 
— That’s why the Heatilator Fireplace is easier to sell, 
the why it has become one of the most profitable specialties for 

dealers everywhere. Your selling job is more than half done 
‘ore when you say: “This is a Heatilator Fireplace.’’ Write today 
will for complete dealer information to Heatilator, Inc., 
the , 445 East Brighton Ave., Syracuse 5, N. Y. *Heatilator is the registered 
OD- trade mark of Heatilator, Inc. 
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IN A SERIES OF LESSONS FOR 
CONSUMER SALESMEN OF LUM- 
BER AND BUILDING PRODUCTS 








termine what home improvements 
that prospect most needs. 


3. CREATE DESIRE. Here is 
where the salesman paints a pic- 
ture and puts the prospect in that 
picture. By means of words, photo- 
graphs and any other sales aids 
which will be effective under the 
circumstances he emphasizes the 
comfort, convenience and beauty 
which will result from the home 
improvement job being discussed. 
Here is where the salesman talks 
consumer benefits. (Review Lesson 
2 in January 18 issue.) Rather 
than jumping from one thing to 
another he concentrates on the 
home improvement job or jobs 
which his survey has indicated are 
most needed. He talks consumer 
benefits and paints a glowing pic- 
ture to create desire in the prospect. 


4. GIVE REASONS FOR BUY- 
ING AND PROVE THE POINTS. 
Here the salesman is still talking 
consumer benefits but he becomes 
more specific. For example, if an 
insulation job is being sold he talks 
vear ’round comfort, health protec- 
tion, reduction of fuel bills, etc. He 
must know his materials and what 
they will do. And he must be 
equipped to prove his points with 
charts, testimonial letters, demon- 
strators, etc. as needed. 


5. QUOTE THE PRICE. Ex- 
perts claim that the sale is 60 per 
cent consummated when the sales- 
man is allowed to quote the price. 
If he has gone through the first 
four steps properly, a request for 
quotation is almost automatic. At 
any time after he has started talk- 
ing about specific jobs, the prospect 
might ask, “How much is it?” Or 
she might say, “The only thing we 
are thinking about is a new roof, 
and we wonder what the price 
would be.’’ If these questions are 
asked prematurely the salesman 
should acknowledge them but delay 
the answer until he has sold him- 
self, his company, and a real desire 
for home improvement. 

If the prospect does not commit 
herself or ask for a price, the sales- 
man will say something like this: 

“Mrs. Jones, I’m sure you will 
be amazed to learn how little this 
beautiful modern ... (mention job 
under discussion) . will cost. 
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All that is necessary is for me to 
take a few measurements and make 
a small sketch. As part of our 
service we will be glad to tell you 
what small monthly amount will 
enable you to enjoy this improve- 
ment to your home... . Of course, 
this service will not obligate you 
in any way.” 

In actually quoting on a home 
improvement job the salesman will 
follow the procedure outlined by 
his sales manager. He should, how- 
ever, observe two vitally important 
points: 

(a) Be methodical and careful 
in taking measurements and mak- 
ing sketches. The prospect will 
probably accompany you, and his 
confidence will be strengthened if 
he sees that the job is measured ac- 
curately and priced scientifically. 
Even if you are clever enough to 
guess pretty accurately, don’t do it. 
Put on a little show for the pros- 
pect. 

(b) Always quote the price on 
a monthly payment basis. If men- 
tioned first the total price might 
sound too high and give you an- 
other objection to overcome. Most 
people like to buy on a time plan, 
and the monthly payments usually 
sound fairly reasonable to them. If 
the customer wants to pay cash it 
is always easy to give the total 
price later. But always quote the 
monthly payments first. This is an 
important point. 

6. REMOVE REMAINING OB- 
JECTIONS. Prior to this time 
several of the prospect’s natural 
doubts have been straightened out. 
He is interested, has some confi- 
dence in the salesman, wants the 
home improvement and _ believes 
that it is justified because of what 
it will mean to his family. Certain 
doubts and objections may remain 
in his mind, however, and until 
they are eliminated the sale cannot 
be completed. These objections will 
depend on the prospect and how 
good a job the salesman has done. 
The prospect may not announce his 
objections but the chances are he 
has some if he stalls when you at- 
tempt to get the order signed. The 
salesman must isolate these objec- 
tions and remove them. At this 
stage of the sale the prospect is 


apt to be asking himself these 
things: 

(a) Would I rather have this 
improvement in my home than the 
money it will cost me? Here the 
salesman must prove that benefits 
are greater than costs. 

(b) Could I get the same quality 
job for less money? The salesman 
must prove his price is right. 

(ec) Can I get better service 
elsewhere? The salesman must give 
proof of quality, service and repu- 
tation. 

(d) Why shouldn't I wait awhile 
—buy later instead of now? This 
is the prospect’s last defense. This 
is the salesman’s last chance to get 
the order. The salesman must have 
some potent arguments for buying 
now. What he uses will depend on 
the type of sale it is and other cir- 
cumstances. Sometimes he does the 
job by saying, “Why not enjoy it 
now—and pay later?” 

7. CLOSE THE SALE. If the 
first six steps have been performed 
properly closing becomes compara- 
tively simple. The close is the nat- 
ural result of a combination of the 
other six parts of the sale. It is 
not quite automatic—you have to 
ask for the order, and you should 
ask for it at least four times if 
necessary. Later in this series a 
lesson will be devoted to closing 
techniques. For the present the 
student-salesman should concen- 
trate on the first six steps and 
realize that if he masters them he 
can take the matter of closing sales 
in his stride. 

NEXT LESSON: How to Make the 
Sales Plan Fit the Prospect. 





QUIZ FOR CONSUMER SALES- 
MEN—LESSON 10 


1. What is creative selling? 

2. Is selling a mental or physical 
process? 

3. How can a difficult job be 
made simple? 

4. How many major parts does 

analysis of a creative sale 

reveal? 

Name these parts. 

6. Is it necessary to employ all 
of these parts at a single 
call? 

7. What is the purpose of the 
approach? 

8. How does the salesman cre- 
ate desire? 

9. Why is it important to stress 
consumer benefits? 

10. What two vitally important 
points should be observed in 
quoting prices? 


i 
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ONE-a20R00M PLAN 


NE ANSWER to the low-cost 
housing problem is being 
offered by the Southern States Iron 
Roofing company in their Everwear 
all-aluminum prefabricated home. 
This single storey all-aluminum 
one or two bedroom unit sells for 
$899.75 f.o.b. Birmingham, Ala. The 
contractor or builder must furnish 
the foundation and flooring, interior 
finish and trim, windows and doors. 
wiring and plumbing; front or back 
steps or a small porch; paint in- 
terior or exterior as desired. Ready 
for occupancy, the house is expected 
to cost between $2,500 and $3,000. 


UNIT DEFINED 
EACH unit consists of complete 


frame, clapboard style exterior wall 
cover sheets, interlocking roof cover 
sheets, interior partition framing, 
exterior flashing and trim, plus 
necessary bolts and screws ready 
for immediate assembly. 

One interesting feature of the 


THIS 20x24 all-aluminum house has a side wall covering of the same 
corrosion resisting aluminum alloy as the roofing. However, the 
building can be supplied made up of side-wall framing, partition 
framing and roofing members only, leaving the builder to apply any 
type of conventional material desired on the outside walls or roof. 





design is that all sidewall studs, 
ceiling joists and roof purlins are 
made with a special nailing slot so 
that the purchaser using the all- 
aluminum frame can apply any de- 
sired type of interior as well as ex- 
terior finish, roofing, etc. The 
building conforms to standard 
measurements and the metal frame- 
work takes the same standard fin- 
ishing materials and fixtures as 
does the conventional type of wood 
frame house. 

The manufacturer says two men 
with a hammer, a spud wrench and 
a screwdriver can erect the founda- 
tion, frame and roof and exterior 
side walls in about 40 hours. 


STANDARD OPENINGS 


WINDOW and door openings 
take standard size window and door 
frames, which may be wood, steel, 
aluminum or any type of conven- 
tional material. Wall panels are 
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All Aluminum Prefab 
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Manufacturer supplies frame, roof and side 
walls for low-cost home, allowing prospec- 
tive owner fo deal directly with local sources 
for interior finish and trim, plumbing, wiring. 


equivalent to 2x4 wood construction 
and will accommodate standard wire 
and plumbing arrangements. 

The floor plan provides for a 
living room-dining area 12x 20; 
bedroom 9 x 12; kitchen, 8% x 9 
and bath 51% x 6. 

Distribution will be direct to the 
home and property owner and 
through contractors and dealers. 
Dealers are not expected to stock 
the prefab, but will sell them on in- 
dividual orders to customers for 
whom they also supply millwork and 
other building materials required 
for the job. 

The Southern States Iron Roofing 
company, whose general offices are 
in Savannah, Ga., plans to market 
larger houses and buildings which 
will include many of the parts not 
furnished at present. Larger and 
improved models are expected to be 
in production the second quarter of 
this year. 


FRAME of the Everwear all-aluminum prefabricated house is fastened 

together with galvanized bolts and sheet metal screws. When bolted 

together, the top and bottom plate members for the side walls form 

a rigid unit so that when the side wall studs are attached, the whole 
side wall can be raised as a unit by two men. 
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NEW METHODS of lumber handling PAY DIVIDENDS 


—— time and labor costs in material handling 
add nothing to the quality of your product. Efficiency 
of yout manpower drops steadily when there’s heavy 
lugging and lifting to do. Rapid- Wheel Gravity 


ine so Bn tte rte ste Neen 


Window sash, window frames witb glass, ply- 
wood, packaged woodwork and glasswork move 


on Rapid-Wheel Gravity Conveyor from freight 
car to storage. 


i 


spaces. 
production. 


RAPID-WHEEL* GRAVITY CONVEYORS 


Rapid-Wheel Gravity Conveyor is the easy, efficient and eco- 
nomical way to move lumber and building materials. Available 
in eight standard models, depending on width and wheels per 
foot, Rapid-Wheel Conveyor can be set up anywhere in a few 
minutes to cut hours from handling time. Flexibility and versa- 
tility are its money-saving features. 


Write today for additional information 


Monusnctuhart of 
STEEL FORGED CASTERS . TRUCKS +» CONVEYORS 


| AVAILABLE !! 


v oe eee 
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CYPRES 


Lumber on Rapid-Wheel Gravity Conveyor pass- 
es through sawing operation and on to storage 
This eliminates work stoppage, speeds 


Conveyor lines will increase your ~~ reduce 
handling costs and worker fatigue by keeping lumber 
on the move. This results in quicker stock turnover, 
faster deliveries and more satisfied customers. 
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Stevedore, Jr. power belt conveyor stacks ply- 
wood, reduces worker fatigue and makes all 
available storage space easily accessible. 


STEVEDORE, JR.* BELT CONVEYORS 


Easily rolled to the job, Stevedore, Jr. (portable power belt 
conveyor) saves valuable man-handling time in loading, un- 
loading, stacking and elevating. Readily adjustable from 18” 
level to a delivery height of 72”, the Stevedore, Jr. will lift 
a 225 pound distributed load 50’ a minute. Plugs in on any 
standard lighting circuit. 


*Trademark Registered 


POWER BOOSTERS 
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BEFORE and after the Clay Building company store in Breckenridge, 

Tex. was remodelled. The smart exterior effect was achieved by 

using white stucco over wire mesh. Note how glass brick was used 
to give a frame-like appearance to the window glass. 


Slogan of Clay Building Company, 
Breckenridge, Tex., is put into 
practice in newly remodelled store. 


FOLLOW THROUGH SERVICE 


OLLOW THROUGH service is 

a slogan in fact as well as 

name at the Clay Building Material 
company, Breckenridge, Tex. 

Auditor Joe B. Frey tells the 
story of a rancher who came into 
one of the company’s yards (they 
operate six) and asked one of the 
yard men for a quart of linseed oil. 

“And what do you plan to use the 
oil for, sir?” inquired the salesman. 

“None of your d business,” 
replied the customer, testily. 

The salesman went on to explain 
that if the customer planned to use 
the oil for livestock, he should use 
raw oil instead of boiled oil. There- 
upon, the customer apologized for 
his abrupt manner and thanked the 
salesman for his interest. 





CONTINUOUS SERVICE 
CLAY Building Material com- 
pany is preparing to make its pre- 
war slogan as effective today as it 
was then by providing assistance 
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for the customer from the pre-plan 
stage until he moves into his new 
house. If possible, the company 
always plans to check up on the ap- 
plication and servicability of the 
material after it is sold and used. 

To make Follow Through Service 
more effective, the company has 
completely remodelled the old yard 
in Stephenville. The eye-catching 
exterior consists of white stucco 
over wire mesh. Interior flooring 
is asphalt tile with NuWood random 
plank eight to 12 inches on the walls 
of the showroom. 

The new store is after both coun- 
try and town trade. A good many 
customers are ranchers and drivers 
of cattle trucks. In this connection, 
one particular item the store has 
always pushed effectively is fencing. 

“Let it be said that in Texas we 
sell fence by the mile, while the 
people of the Midwest and North 
think in terms of rods,” explains 
Auditor Frey. “One year we sold 


May 





40 miles of fence at this one yard 
and this in pre-war times. [In 1939 
we started our fence sales program, 
which grew into a rather large 
thing in the next two or three years 
until the war made it impossible to 
have our annual fence week. 

“We sold good fencing in com- 
petition with mail order houses and 
others giving the farmers and 
ranchers a bargain and making a 
nice profit for ourselves in addition 
to receiving recognition from manuw- 
facturers.” 

Helpful publicity on the fevce 
week campaign was received in one 
of the local papers. 

“Many farmers took advantage of 
the opportunity to buy fencing for 
their farms during the campaign, 
due to the savings that could be e'!- 
fected through cooperative buying 
in carload lots by this concern,” 
stated the item. 

“After purchasing 20 rolls of 
fencing, Hickey & Wiley, owners of 
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an Erath county farm, bought 286 
wethers and stocked their place 
with them during 1939. Profits 
already derived from these sheep 
came within $25 of paying for all 
the sheep-proof wiring posts and 
barbed wire used to fence their 
farm.” 
HEADQUARTERS BUYING 

BUYING for the entire operation 
is done through the Stephenville 
headquarters store, which also 


handles the books for each yard and 
issues a monthly financial statement 








THESE pictures indicate the effective use of 


center islands and display shelves. Handy 
methods of displaying wallpaper and nails is 
illustrated to good advantage. 


to the directors. The remodeled 
Breckenridge store is handling a 
complete line of paints and varnish, 
an increased stock of pre-war type 
kiln dried lumber, wallpaper, wall 
and ceiling tile, glass and glass 
brick, cement, plaster board and 
builders’ hardware. 

Conveniently located, the Breck- 
enridge store is on North Rose 
street on the second block from Main 
Street. Parking lot accommodations 
are available for 10 cars in front 
of the building and more space is 
available inside the yard for cars 
and trucks. Since a good deal of 
business is done with ranchers and 
drivers of cattle trucks, gates and 
other structures on the property 
were built high enough and wide 
enough to permit this type of truck 
to pass easily. 

Mr. Wood Broyles is manager of 
the Breckenridge store; Hoyt Hale, 
assistant manager and G. A. Dug- 
gan, yardman. 








Hints on How a Retailer Can 
Help Curb Runaway Prices 


Wat CAN the building prod- 
uct merchant do to curb 
runaway prices? 

Excerpts from a challenging let- 
ter written by Joseph Kolodny, 
president of the National Associa- 
tion of Wholesalers, to association 
members appears below. 

Retail lumber dealers will find 
Mr. Kolodny’s remarks just as ap- 
plicable to themselves as they are 
to the wholesalers to whom they 
are primarily addressed. 

“T believe you will agree with 
me,” says Mr. Kolodny, “that the 
price level is too high; that it is 
out of relationship with the income 
level of most wage earners; that 
a consumer buying resistance has 
set in; that if this buying resist- 
ance continues, production will be 
slowed, inventories will swell, 
prices will be forced down and the 
threat of a major depression will 
be upon us, 

“With such a perturbing situa- 
tion in the offing, what can we 
wholesalers do both as citizens and 
business men? It is easy for us to 
say that we don’t set prices, that 
we merely reflect prices established 
by the prime manufacturer or sup- 
plier. While to a large extent this 
is true, as major factors in the 150 
billion dollar a year distribution 
business we do play a vital role in 
our industrial economy and wield 
great influence. We must not lightly 
slough off our responsibility to our- 
selves and our fellow citizens. 


REEXAMINE OWN OPERATION 

“FIRST, it is urgent and I feel 
the height of business sagacity 
and good citizenship to carefully 
and studiously reexamine our own 
operations to determine the extent 
to which individually and collec- 
tively make a contribution to the 
arresting of this. unwelcome eco- 
nomie tide. We must make sure 
that we are not adding one cent 
more than can be justified under 
present conditions for distribution 
costs or profit. We must do this in 
our own enlightened self-interest, 
if for no other reason. 

“Secondly, I believe we should 
each contact our prime suppliers 
pointing out to them our convic- 
tion that we face a serious eco- 
nomic situation. We can urge them 
to reexamine their cost and price 
schedules, keeping in mind that 
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only by continuing full production 
can they exist even at present 
prices. We must avoid price demor- 
alization because such a course 
merely leads to further unhealthy 
complications. 
“Thirdly, we must be sure that 
our salesmen understand the under- 
lying economics of this condition 
and the probable developments and 
effects if it is unchecked. Thus, 
when they talk with their retail 
customers, they can impress upon 
them their responsibility as a fac- 
tor in distribution in helping to 
establish prices on as low a level 
as possible by cutting their selling 
costs to the bone, establishing a 
more efficient operation, consoli- 
dating certain services and being 
satisfied with a reasonable profit. 


CHAIN OF RESPONSIBILITY 

“PATENTLY, we have the com- 
plete chain of producer, wholesaler 
and retailer. All are in part respon- 
sible for the ultimate price that 
the consumer must pay. I realize 
that this is an oversimplification of 
the problem, that there are other 
factors which play a large part in 
the economic price level. But we 
must make certain that we are 
making our honest contribution to 
the maintenance of a sound econ- 
omy in our great country. 

“We have enjoyed an era of 
prosperity. Now we may even have 
to consider the long-range feasi- 
bility of just holding the line. 

“We know that the sum is only 
the adding together of the parts. 
Each of us in our own business can 
by ourselves only slightly affect 
the result, but if all of the pro- 
ducers, wholesalers and retailers 
act together, we can vitally influ- 
ence our own future. We should 
and must pull together. 

“If you agree with me, please 
do something about it. I am follow- 
ing my own advice in my wholesale 
tobacco establishment. Will you 
join me? 

“This is our great Nation. These 
are our people. We triumphed in 
war—let us now triumph in peace. 
There are no special cases or spe- 
cial segments in our economic set- 
up. Whether you call it inflation, 
recession or depression, they are 
all evils which the citizens of a 
united country should, must and 
will banish from our horizon.” 








Regularly visit the jobs which are using your materials, 


advocates Fremont, Nebr. dealer in order to strengthen 
your reputation with the consumer and establish a strong 


link with the contractor. 


Both contacts pay dividends. 


(yoo? WITH THE CONTRACTOR 


N A. (NATE) ALLEN, a for- 

* mer president of the Ne- 
braska Lumber Merchants associa- 
tion and a member of the national 
board for several years, has a num- 
ber of ideas that have helped his 
firm, the Melick-Allen Lumber and 
Coal company, Inc., Fremont, Nebr., 
operate effectively. 

He believes that the contractor 
and the building products merchant 
each have their rightful place in the 
building industry and that each 
should co-operate with the other to 
achieve the maximum value at the 
lowest cost for the ultimate con- 
sumer. 

DEALER vs CON-RACTOR 


“IT WORK on the theory that 
there is a place for the contractor 
and a place for us,” says Mr. Allen, 
who has spent the last 40 years of 
his life around light construction 
projects. 

That doesn’t mean that the line 
is so sharply divided that he be- 
lieves the retailer should always 
stay on his side of the fence and 
the contractor on the other. On the 
ecntrary, Mr. Allen advocates visit- 
ing every project for which he sup- 
plies materials on a daily schedule. 

When a prospective builder ccmes 
to the Melick-Allen concern, he will 
receive the management’s best ad- 
vice in choosing a lot. Mr. Allen 
makes it a practice to recommend 
not more than two contractors. 

“I’ve been around construction 
jobs all my life,” said Mr. Allen, 
“and I often find a way to do some- 
thing better at less cost. I believe 
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N. A. ALLEN, Melick-Allen Lumser & Coal 
company, Fremont, Nebr. 


that the man who pays the bill— 
the ultimate consumer—should be 
locked after. I plan to make every 
one of the jobs for which I am sup- 
tlying materials every day during 
the active construction period. 

“T believe in selling the contrac- 
tor on the idea that they need us 
worse than we need them. By talk- 
ing over various building problems 
conficentially, I believe we can do 
something to offset demands for 
lower prices.” 


SELECTIVE TREATMENT 


MR. ALLEN tells the story of 
one contractor who placed an order 
for millwork out of town. When a 
house job came up that this par- 
ticular contractor expected, the 
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Metick-Allen company awarded it 
to someone else. Shortly afterward 
the ccmpany gave this contractor a 
heuse job the contractor didn’t 
know was available. Since then this 
contracto: has been a solid cus- 
tomer. 

Social contacts wiih contractors 
also help establish sound business 
relations. At the recent convention 
banquet, Mr. Allen had as _ his 
guests two contractors and their 
Wives and two other contractors. 


ADVISING THE CUSTOMER 

ANOTHER business practice 
that Mr. Allen heartily endorses is 
being frank and honest with cus- 
tomers at all times. This is not as 
easy as it may sound. Everyone 
remembers the scarcity of millwork 
last year and the amount of green 
lumber that was available for house 
building. Mr. Allen did what he 
could those days to discourage home 
building and a high percentage of 
would-be customers put off their 
needs as the result of his advice. 

Suilding or losing a reputation 
is possible in times like these, Mr. 
Allen believes. That is one good 
reason why he has always stressed 
quality merchandise. 

“IT try and evade off-brand items 
as much as possible. I would rather 
tell customers they can buy an off- 
brand item somewhere else rather 
than have them remember me for 
having sold them a poor item of 
merchandise at a high price.” 

Although many stores are ex- 
panding their product items, taking 
on appliances, dozens of over-the- 
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Finest of Northern 
hardwood, Southern 
hardwood, Douglas 
Fir and Ponderosa 
Pine plywood. Tech- 
nical advice. Prices 
and information 


upon request. 
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4445 BELLEVUE AVE. DETROIT 7, MICH. 


PLYWOOD DAYTON CO., DAYTON, OHIO 
* 
PLYWOOD GRAND RAPIDS CO., GRAND RAPIDS, MICH. 
e 
PLYWOOD TACOMA, INC., TACOMA, WASH. 
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The No. I Favorite 
Building Material for 
AMERICA’S HOMES 


LUMBER 


2 
The 4 Big Plants of 


THE DIXON 


INDUSTRIES 


Are Working at 
FULL CAPACITY 


to Increase Production 
and Maintain High Standards 


“ALWAYS AT WORK’ 
The 4 Big Plants of 
THE DIXON INDUSTRIES 


Grant Dixon, President 
Hal R. Dixon, Treas.-Manager 


SPOKANE 


Wester Pine Manufacturing Co. 
Spokane, Washington 


Exchange Lumber & Mfg. Co. 
Spokane, Washington 


Lincoln Lumber Co. 
Lincoln, Washington 


Ellis Glazing Co. 
Henryetta, Oklahoma 


Western Pine Assn. e@ National Door Mfrs. Assn. 
Ponderosa Pine Woodwork e National Wooden Box Assn. 














counter items and other eye-appeal 
merchandise, Mr. Allen believes in 
being conservative in this respect. 
He believes there is still plenty of 
room for aggressive merchandising 
within the field in which the retail 
dealer has established his reputa- 
tion. His store has not taken on 
appliances, for example, because of 
the necessary service department 
and the volume of business that is 
required to keep it going. 


ACTIVE IN CITY AFFAIRS 


AS CHAIRMAN of the indus- 
trial committee of the Fremont 
Chamber of Commerce, Mr. Allen 
has taken an active part in the in- 
dustrial growth of the city. He is 
convinced that every dealer should 
take an active part in community 
life, since what is good for the com- 
munity will eventually benefit the 
building products merchant. 

The need for housing and new 
industries became more acute in 
Fremont when the war-time bomb 
loading plant employing 2,700 was 
erected. Fifteen new industries, 
some small and others fairly size- 
able, have come to Fremont in the 
last two years. These include a 
packing plant, three alfalfa dehy- 
drating plants and a garment fac- 
tory. 


CONSISTENT ADVERTISER 


MR. ALLEN is a firm believer in 
consistent advertising. He uses di- 
rect mail and newspaper advertis- 
ing regularly and was on the air 
with a newscast until a time last 
year when for five months he didn’t 
have a foot of lumber in the yard. 

The Melick- Allen advertising 
schedule calls for a display ad twice 
weekly in the local newspaper, once 
on the builders’ page on Saturday 
and again on the farm page on 
Monday. In addition, the firm runs 
a classified ad six days every week 
and makes use of the U. 8. Gypsum 
publications, sending 800 to farm 
subscribers and 600 to town resi- 
dents. The firm writes and pre- 
pares its own ads. 

The firm sends these mailings to 
every beauty parlor, doctors’ and 
lawyers’ offices in town and some 
member of the firm drops around at 
these offices occasionally to see if 
the mailings are arriving all right. 
Telephone inquiries received at the 
Melick-Allen store indicate that 
the beauty parlor mailings pay off. 

“T believe in individual mailings, 
not merely the use of house num- 
bers,” says Mr. Allen, who always 
checks his mailing list carefully be- 
fore renewing it. 
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An Approach to 


Farm House Remodeling 


By J. F. SCHAFFHAUSEN 
OW THAT the high line has 


reached out to so many parts 
of the country. it is possible for most 
families to have automatic pressure 
water systems. With running water 
on the farm, the labor in watering 
stock will be reduced and the farm 
house will eventually get the mod- 
ern conveniences of a-bath and cen- 
tral heat. All recent surveys of farm- 
ers’ wants indicate that a substantial 
number are including a bath and 
central heating plant in their plans. 
Many of these farmers will carry 
through their plans as they have 
money and facilities to do so. But 
far more farmers will not be able 
to proceed as fast as they wish be- 
cause circumstances will make im- 
provements too costly. This will be 
especially true on those farms where 
the house is built on piers or where 
only a small portion of the cellar is 
excavated. Digging a new cellar or 
enlarging an existing one and then 
building foundation walls is hard, 
costly work. 

Where a building material dealer 
is set up to do the package job of sup- 
plying the water pump, heating 
plant, plumbing and building ma- 
terials the market will justify ae- 
tive promotion. However, relatively 
few dealers can do the complete job 
today. These far sighted operators 
that have kept pace with develop- 
ments have a solution to offer both 
classes of customer. They are selling 
the regular type of heating plant 
where it is possible to do so, and 
are able to offer to solve the problem 
of the basementless home with the 
newest. type of floor furnace. You 
don’t need a skilled’ plumber to in- 
stall this packaged heating unit. Al- 
most any yard man can do the job. 
All you need do is cut a hole in the 
floor, head off the ends of the cut 
joists, slip the packaged furnace in 
the hole and hook up the feed line 
and vent stack. 

The overall size of the floor reg- 
ister for a 50,000 B.T.U. unit is 
about 26 x 38 inches and this unit 
will fit into a hole 24144 x 36% 
inches in size. All you need is 32 
inches of clearance between the floor 
line and the ground. Most farm 
houses are at least this distance 
above ground, but where they are 


Photo: Coleman company. 
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not, a shallow pit can be provided 
without much expense. 

Not only does this type of unit 
help tap a larger remodeling market, 
but it increases the sale for the type 
of materials rural yards carry. The 
floor, sidewalls and ceiling for in- 
stance, can be insulated on_ the 
money saved by this type of instal- 
lation. 

If the rooms of the house are so 
arranged that one unit will not cir- 
culate the hot air to all the rooms, 
or if more than 50,000 B.T.U. ¢a- 
pacity is needed, two or more units 





can be hooked up to the same fuel 
line. If there is the problem of 
heating, two connecting areas that 
have a closed door between, then a 
special head can be put on the fur- 
nace. This will provide a register 
on two sides of a wall and assure 
circulation where it is needed. There 
is no farm heating problem that 
‘annot be solved inexpensively with 
this type of unit, if the house is 
well insulated. 

These units are relatively new to 
the average home owner, as thiey 
were developed only a short while 
before industry turned its facilities 
over to war production. However. 
thousands of units have been viv- 
ing satisfactory service for seven or 
eight years. Today the plants mak- 
ing this type of package heating 
plant are working on civilian pro- 
duction, turning out thousands of 
new units. Every dealer should in- 
vestigate these products carefully 
with a view toward securing a fran- 
chise. 
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HOUSE PLAN NO. 840 
20,790 Cubic Feet 
967 Square Feet 


New House Plans 


* 


HOUSE PLAN NO. 836 
12,155 Cubic Feet 
804 Square Feet 
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HOUSE PLAN NO. 834 
18,000 Cubic Feet 
863 Square Feet 








WARORO® 





Complete working blueprints and specifica. 

tions of any house design published in this BED ROOM 
magazine are now available at $5 per set. 
Two sets of plans for the same house are $8, 
three sets $10, four sets $12 when ordered 
at the same time. All the blueprints are in 


a convenient 12x18 inch size and meet all HOUSE PLAN NO. 838 
FHA requirements. Please order plans by 19,470 Cubic Feet 


number, enclosing payment and address to 
American Lumberman & Building Products 885 Square Feet 
Merchandiser, 139 North Clark street, Chi- 


cago 2, Ill. LIVING ROOM 


16.6 x 12-6 


12-0 X 12-0 
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DO You UNDERSTAND 
DOUBLE - COURSING? 


If you are finding it a problem 
to obtain an adequate supply of 
good wood siding, as a retail 
lumber dealer you should 
study and take advantage of 
the opportunity presented by 
Double - Coursed Red Cedar 
Shingle sidewalls. Using 
stained Certigrade shingles or 
shakes for the outer course and 
lower-grade unstained shingles 
for the under and completely 
concealed layer, Double-Cours- 
ing is both economical and at- 
tractive. 


Free Literature 


An architectural blueprint showing 
all details of Double-Coursing ap- 
plication, and a copy of the 100- 
page Certigrade Handbook, sent 
free on request. Write to 


RED CEDAR SHINGLE BUREAU 


5510 White Bldg., Seattle 1, Washington 
or Vancouver, British Columbia, Canada 











. 


BBM Ked Cedar Shingles are Sold by Reta Lumber Dealers 














... “The very soul 
of a product which, aside from 
its beauty, is the measure of 
its usefulness and length of life.” 


In Metals, in Craftsmanship, in Performance, in Permanence 


Barrows provides more than quality of appearance in hardware for every type of 
architectural design. Actually, only as it is selected, installed, and then “lived with” 
can the quality of BaRRows be fully appreciated—its ease of installation, its smooth 
operation, its durable construction. The test of time is the test that tells—in both 
beauty and long life. And for over fifty years BARROWS BUILDERS HARDWARE has 
helped bring more ease in home building and greater enjoyment to every-day living. 
That’s why those who know ... 


Kank on. WIA 


NORTH CHICAGO 
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PSYCHOLOGY THAT PAYS OFF: Bombarded 
on every side by someone asking for a handout? So 
are your customers! If it isn’t the tax collector, it’s 
au new insurance salesman; if it isn’t the insurance 
agent, it’s any one of a dozen worthy but hard-hit 
charities frantically in need of help to keep operating 
at all. 

By mail. by telephone, by personal solicitation they 
roll in... appeals to buy, appeals to contribute. Dozens 
of them—pyramided on top of higher-than-ever living 
costs. Result: People are fast becoming jaundiced or 
downright desperate about the whole thing. And that’s 
where psychology comes in. 

One of the smartest good-will building gestures you 
can make is to send out a mailing piece that ashs for 
nothing! To each customer you value, sit down and 
write a warm personal letter... the kind that lets him 
know you think of him as being something more than 
a “meal ticket” or a “‘bill-payer” the kind that 
shows him how much you really do appreciate his 14 
years of patronage. his steady orders in good times 
and bad ones, the total volume of business he’s tossed 
in vour lap. 

With rare exceptions, appreciation is always appre- 
ciated and remembered—especially when no_ strings 
are attached—and especially at a time when everyone 
else is cClamoring for a handout! 





DOUBLE-DUTY ADS: A lot of your best newspaper ads 
make good point-of-sale advertising, too. Simply take 
them to a good offsetter (your printer or newspaper can 
recommend one)—have them blown up as big as you like 
on a heavy grade of paper suitable for mounting—then 
paste them onto gay-colored, eye-catching poster board. 
Any art store can cut it to size. 

P.S. For a professional-looking job, use rubber cement 
to mount your blow-ups. 


BETTER MERCHANDISING, BETTER DIS- 
PLAYS: Here's a “must” for your Idea File whether 
you plan to rebuild or remodel your own headquarters 
now or several years from now. It’s also an idea worth 
passing on lo your com mercial prospects, 

Don't limit yourself to an inflexible floor plan by 
erecting permanent wall partitions. Instead, use divid- 
ing partitions that can be taken down and _ re-erected 
in different patterns. That way you can easily convert 
your stockroom into several special display rooms or 
small offices when the occasion arises. And you can 
just as easily rve-convert your space back into one big 
general showroom whenever you wish, 


EASY PICKINGS: What with the war years’ wear 
and tear on home furnishings, almost everv household 


By Norm Advertising, Ine, 
New York, N. Y. 
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today is in dire need of some replacements. But prices 
are still sky-high—quality low—and_ production slow, 
singo! ... a profitable new market for you in house- 
hold cleansers and sprucer-uppers. 

Turn over a corner of your display room to a con- 
plete line of household specialties: wall and wallpaper 
cleaners, rug cleaners, upholstery cleaners, floor waxes. 
furniture polishes—and other fast-moving household 
items such as Insect sprays, rust removers, moth crystals. 

Advantages to vou: First, these products are readily 
available—can build store trattic for vou while you are 
waiting for your usual stock to come through. Second, 
a well-stocked Browsing Corner stimulates impulse 
buying and companion sales. Third. goods of this 
tvpe are a natural for repeat sales and turnover is fast. 





HOW TO ADVERTISE AND MAKE MONEY: 

1. Run your ads consistently, preferably no more than 
a week apart—and oftener if your budget permits. 

2. Once you have a good campaign idea stick with it 
and give that idea a chance to prove itself. 

3. Vary the contents of your ads (both copy and illus- 
trations) but use certain identifying elements in each 
ad to link it with the series—the logotype for one, 
art treatment, type of border. 


HOW TO WASTE GOOD ADVERTISING DOL- 
LARS: 


1. Run a stop-and-go campaign. 

%. Run your campaign for a month or two—then 
pitch it out for a “great new idea” and keep re- 
peating the process. 

3. Keep making radical changes in the appearance 
of your ads with new illustration techniques. dif- 
ferent logotype designs. 


BIG JOB IN THE WIND: Dowt wait for wide- 
spread publicity to break in some building fund drive 
before going after the job. The time to solicit churcl, 
school, hospital and industrial plant jobs is way back 
when those jobs are just an idea in the minds of a few 
far-sighted people. 

Polish off your bifocals and go through your local 
newspaper columns with a fine tooth comb for hidden 
leads. A one or tivo-line item in the back of the paper 
may start you on the scent of something big. If ils 
just in the idea stage, that’s a real break for you! 

The principals behind the project will be much move 
receptive to helpful suggestions from you. More in- 
portant, yowll have a much betler chance of winning 
over opposition from within-—eliminating competition 
from without—and controlling the job from start ‘o 
finish. No impossible requirements to meet, Awd 
no hard-selling job lo do when everybody and bis 
brother get wind of the project, 


May 10, 19/7, AMERICAN LUMBERMAN (7 










- 


rices 
low. 


Ise 


Oli- 
lp I 
Nes, 
hola 
tals. 
lily 


ond, 
ul se 
this 
fast. 


than 
ts. 


in it 
Ilus- 


2ach 
one, 


bhiee 


wi - 
riee 
PCH 

} 
linn 


few 


de il 
den 
| pe if 


ils 


LNI- 
ing 
ON 
Lyd 
his 















WASHINGTON Aimy CALEIBAR 











NEWBURYPORT PLAN FOR CUTTING RETAIL PRICES by 10 percent has gotten a big play. Many towns 


have copied the plan with some variation. It may have an indirect effect upon our business. Important 
future reductions in light construction prices will not be made exclusively at the retail level. Newburyport 
can throw some light upon two contradictory estimates of the house construction market level. The first 
analysis holds that price declines are not now in sight and will not appear for a year, if at all. It holds 
that prices are more likely to rise than decline. That's the opinion expressed in an unreleased report by 
several important economists. 


HERE ARE SOME REASONS for their findings. The country generally has moved to a higher price pla- 


teau on which added costs are covered by market prices. Farmers are getting good returns and industrial 
workers are now receiving another round of wage increases. These are the important groups in the 
national economy. Save for some white collar and professional people, income matches the market lev- 
els. This view of markets points up three ways: (1) Prices ought to be set by adding together all costs 
and the desired profit. (2) There’s a backlog of demand to support the present level. (3) Prices are not 
much disturbed by low-income people whose troubles have already been discounted. 


HOUSE CONSTRUCTION PRICES WILL DECLINE later this year if you analyze the picture another way. 


President Rogers of the Producers’ Council says that strong competitive factors, long absent, are again at 
work to reduce the cost of building. These include a rising industry efficiency, a more adequate supply 
of building materials, all adding up to lower cost levels. 


ABOUT PRICE SETTING: President Hahn of the National Retail Dry Goods Association says the adding 


up of costs and profits to determine profits seldom works except in abnormal times such as war periods. 
The normal method of setting prices is to find what the public will pay. If this figure doesn't cover costs, 
says Mr. Hahn, “we then move heaven and earth to get costs down." If this process were easy, says a 
Washington friend, ‘anybody could be a successful business man.” 


NATIONAL INCOME IS FALLING BELOW NATIONAL PRODUCTION when that production is measured 


in current prices. The spread is rather too wide to be bridged by export sales and it’s slowly getting wider. 
This is an unwelcome footnote to the backlog theory of demand mentioned above. People who cannot buy 
seldom break markets. It’s the people who can buy, but who refuse to pay the asking price, who play hob 
with markets. This is where the Newburyport plan comes in. Its supporters are those who could pay the 
earlier prices but stopped doing it. They're encouraged by the plan to stay out of the market until prices 
come down. This is where it touches us. One man put it this way: ‘Buying power is pretty good, but 
people have stopped paying $16,000 for a $9,000 house.” 

MAINTENANCE AND REPAIR, estimates the Department of Commerce, will run around six and one-half 


billion for 1947. However, the Department has reduced its new construction estimates from 15 billion to 12 
or 13 billion. This reduction would still leave business in our field at a relatively high level. Sure enough, 
such a slide would be painful, but there's no slip in prospect like '29-'32. 


PRESIDENT’S REQUEST FOR LOWER PRICES had one unexpected effect. Congress was about ready 


either to remove all rent controls or to allow a general increase in rates. The popularity of the Presi- 
dent's plea for lower prices stopped the congressional plan in its tracks. Expediter Creedon predicts that 
rental levels will remain about where they are for several years to come. Industrial wage rates will tend 
to support all prices for at least a couple of months. March housing starts showed a seasonal increase 
over February but April figures are not so good. 


STOCKWORD MILLWORK PRODUCTION CONTINUES TO RISE but it will be in short supply through- 


out the year. Lumber inventories in the hands of wholesalers and retailers increased by a billion feet dur- 
ing the last four months of ‘46. Softwood plywood production is running high. Production of end-matched 
hardwood flooring continues upward. Nail production is upward, but premium payments on housing nails, 
supposed to explain the higher production, ended in March. 


CORPORATION EARNINGS WERE UP 50 PERCENT over war-time earnings for the first quarter of the 


year and about 40 percent above the 1946 level. Security prices were holding about even or declining. 
There is evidence of much uncertainty in fiscal circles. 
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So Much and No More 
w= THE average family 

purchases a new automobile 
at today’s prices, you might just 
as well check it off your prospect 
list. They’ll not be buying a new 
house or a remodeling job for the 
time being. The high cost of liv- 
ing, plus the sizable monthly pay- 
ment it takes to own a new car, 
puts such a crimp in the family 
income they’ll be kept busy making 
both ends meet. 

When it comes to churning up a 
worry about competition (which 
few are now doing), you don’t need 
to give much thought to other lum- 
ber dealers in the area. Better 
concentrate on the industries that 
get there “fustest with the most- 
est” sales power. The greatest in- 
dustrial battle in history is now 
shaping up. 


What is more gratifying than 
meeting a well informed salesman 
who knows where he is going and 
why? 

+ * * 


Straws in the Wind? 

HE RETIRED hardware job- 
ber wanted to buy a certain 
mattress for his lake home but re- 
fused point-blank when he found 
the price was $49.50. A month or 
so later it was $44.00. Recently he 
purchased it for $34.50, only to find 
it advertised a week later by an- 
other department store for $23.50! 


Does your advertising support 
your business or vice versa? 


“ 


Easy to Buy 

HREE ROOMS and bath, 

$2,111.40. (612 shares). 
Complete maintenance, $51 per 
month.” Thus reads an ad in the 
New York Times, featuring co- 
operatively owned apartments. The 
monthly payment (FHA estimated) 
includes heat, hot and cold water, 
janitor, mortgage interest and 
amortization, taxes, insurance, 
management expense, reserve for 
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repairs, replacements, decorations, 
and all other maintenance expenses. 
The price of an apartment with 
four rooms and bath is $2,525.40 
(732 shares) and $61 per month. 
All of which bears out our oft- 
repeated contention that the price 
of shelter (under a long-term amor- 
tized mortgage) is the amount of 
the down-payment as long as the 
monthly payment doesn’t exceed 
the family’s economic rent level. 
Why, then, is so much emphasis 
put on the total price when so few 
people buy homes that way? 


People remember you best, not 
from what you say but by the way 
you listen to what they say. 


More of the Same 

OU CAN LIVE here in a 4%- 

room apartment for approx- 
imately $47 monthly after nominal 
down-payment and with rental in- 
come from the other 4'4-room 
apartment,” say Morton Brothers, 
Long Island, under the picture of 
an attractive duplex. 


* 


Quality was kicked around during 
the war but today’s retailers are 
finding it still is esteemed. 


* 


The Vanishing Bank Balance 

HE CASH balance of a year 

ago is hardly more than a 
memory. $50,000 or $75,000 looked 
like a lot of money until invoices 
were paid covering three or four 
ears of building materials. A few 
flourishes of the $13.50 pen (now 
®9 cents) and the figures on the 
check stub looked pretty much as 
they used to when bins were full 
and ledgers were thick. Only today 
the bins are not full. Furthermore, 
what’s in them is of dubious qual- 
ity and of uncertain value. The pic- 
ture is changing fast and the day 
is approaching when we’ll be wish- 
ing there wasn’t so much of every- 
thing...especially competition. 

% 
Seeing through a thing is useless 


without the ability to see it 
through. 


May 
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Prophet or Loss? 

AR MADE mighty poor 

guessers out of nearly all 
of us as we have said before. What 
we thought would happen to lumber 
yards (when lumber production 
went to war) didn’t happen at all. 
Same way with any other mate- 
rials. Shortages . eated temporary 
prosperity rather han losses. The 
word temporary is used advisedly. 
It was so easy to sell anything and 
everything at a profit during the 
war that we forgot all about the 
need for salesmanship and con- 
sumer services. Question of the 
hour is whether we will be able to 
cope with the competition of to- 
morrow. The wise prophet says, 
“Learn how to sell today if vou 
would avoid losses tomorrow.” 


What people say to you isn’t half 
as important as what they say 
about you. 


Sale-ing Along 

EEMS SORT OF good to be 
running into full-page, ‘‘one- 

half price” ads again. Department 
stores don’t seem to have forgotten 
the technique. We haven’t read 
anything but perfumery ads for so 
long we relish the hammer-and- 
tongs style now being employed by 
the majority of department stores 
to move a lot of things that 
couldn’t be had at any price a short 


time back. 
x 


Who Doesn't? 


HE LATE George L. Dyer 
used to tell of a colored cook 
who remained with his family for 
many years. On occasion he made 
it a point to praise her for some 
unusual culinary achievement and 
to express his pleasure at having 
her in his home. Whereupon Mandy 
would grin from ear to ear and 
say: 

“Mistah Dyah, there isn’t nobody 
in this whole wide world who appre- 
ciates appreciation as much as ah 
does.” 
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Ger of Good 
Construction 


[ STANLEY |] 


Trade Mark 
THE STANLEY WORKS, NEW BRITAIN, CONNECTICUT 











’ THREE HINGE 











is slow...- but 
the ONE -HANDED 


<a; ymarKweit TACKMASTER 
- ‘is TRIGGER FAST 


EASY OPERATION — one hand does it! 


* Snug ms point — staples can be 
driven along narrow edges and also 
reach inaccessible places. 


© Uses 2 sizes staples for light and heavier 
work, 


» Complete with Tack (Staple) Remover. 


Immediate Delivery * Unconditionally guaranteed:—no charge 

, . ever for parts ‘or service to users of 
Markwell Stapling Devices and Markwell 
Staples. 
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capacities the Junior Comet is a 
superb machine. Because of its 
utility the demand for this model _ 
grows daily. 


THE CLIPPER 


The Comet Clipper. This 
model has been a favorite with 
builders since it was first added to 
the Comet line. Medium weight, 
nevertheless, has more horse- 
power than Junior models. 


THE SENIOR 
ee 





Here is the famous Comet 
Senior. This is the saw that set a 
pattern of performance which 
swept it into national promi- 
nence. Designed for heavy duty. 





THE SENIOR “8” 


This newest model increases 
the range of the Comet ‘line. It 
has the inherent sturdiness of the 
other models plus an abundance 
of power to handle the work for 
which it is specifically qualified. 

THE TIMBER CUTTER 





Big, rugged, with a terrific ca- 
pacity for tough jobs, the Timber 
Cutter finds its place in lumber 
mills, shipyards, and wherever 
else heavy cutting is required. It 
offers the ultimate in large power 
saw performance. 





CONSOLIDATED MACHINERY & SUPPLY CO., LTD. 


2029-33 Santa Fe Avenue, Los Angeles 21, California 


COME TS cut icher 
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Heat Stopping Screen 

One of the newest products in 
window screening is Venetian 
screen. It is said to stop the sun’s 
heat before it enters the room, and 


' 
| 





yet one can see through it. It is 
cut and formed from a solid, con- 
tinuous sheet of metal, and can be 
likened to a miniature venetian 
blind. It has 18 tiny metal slots 
per inch set at a near horizontal 
angle. It reflects the sun’s rays 
from mid-morning until late after- 
noon. The 18 louvers per inch will 
keep out flies and mosquitoes. It is 
offered in either bronze or alumi- 
num alloy, and comes in a roll, 


made in widths from 24 to 36 
inches. The screen can be cut with 
shears and tacked on ordinary 


screen frames. For more complete 
details write Warp Brothers, Dept. 
AL&BPM, 1100 N. Cicero avenue, 
Chicago 51, IIl. 


Cedar Shakes, Shingles 


Fitite shakes are made from red 
cedar shingles, and are said to be 
machined so that the edges are 
parallel to each other, and so that 
the butt is an exact right angle to 
the edges. Fitite shakes are made 
in two lengths, for choice of weath- 
er exposure. Sixteen inch shakes 
are grooved for 12 inch exposure 
and the 18 inch shakes for 14 inch 
exposure. They come packed in 
square cartons, in random widths, 
all wider than three inches. Each 
carton contains enough to cover 50 
square feet. They can be used to 
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remodel old residences as well as 
as on new buildings, and come in 
seven different colors of stain. For 
further information about these 
shakes and about Stayon stained 
shingles, made by the same com- 
pany, write Colonial Cedar com- 
pany, Dept. AL&BPM, Seattle 99, 
Wash. 


Moulding Kit 


Another step in the selling pro- 
gram of the National Aluminum 
company, is this salesmen’s sample 
kit. Carrying 30 samples of the 
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company’s products, the customer 
can make his selection quickly and 
easily. The company manufactures 
more than 100 aluminum sections 
with full sequences of sizes. Pack- 
aging is done to the client’s order. 
For information about territory 
still open for distribution, write 
National Aluminum company, Dept. 
AL&BPM, 90 North 17th street, 
Columbus, Ohio. 


Lumbermen's Reference Book 


The May. 1947, issue of the Ref- 
erence Book of. the Lumbermen’s 
National Red Book service is just 
off the press. It is the 131st issue 
of the book, which is a semi-annual 


consolidation of the  twice-a-week 
bulletin of changes in the lumber 
and woodworking industries. There 
are many new listings, and a num- 
ber of changes affecting the various 
branches of the industry. It can be 
used as a guide to markets, for credit 
and collection work and as a source 
for lumber and allied products. For 
further information about the book 
write Lumbermen’s Credit Associa- 
tion Ine., Dept. AL&BPM, 608 S. 
Dearborn street, Chicago 5, Illinois. 


Colored Plastic Wood 


Another product off the market 
since the war, Plastic Wood in col- 
ors, is now back in production. Be- 
sides natural Plastie Wood, eight 
other colors are now available—oak, 
walnut, dark mahogany, light ma- 
hogany, white, cedar, ebony and 
gumwood. They are packaged in 
one-quarter and one-pound = cans. 
The natural color is also available in 
two sizes of tubes. Plastic wood is 
said to enable home owners and car- 
penters to obtain accurate matches 
in repairing wood finishes. For fur- 
ther information write Boyle-Mid- 
way Ine, Dept. AL& BPM, 22 FE. 
40th street, New York 16, N. Y. 


Creosote Preservative Paint 


Announcement of a new Dutch 
standard creosote _ preservative 
paint for country residences, barns, 
fences, corrals, other farm build- 
ings, etc., is being made. Offered 
under the trade name Country Es- 
tate Creosote, the new white paint 
is said to combine the preservative 
qualities of creosote with attrac- 
tiveness of quality oil paint. It is 
said that one coat will cover an 
average job. The paint is said to 
be non-poisonous to animals and 
will not yellow with age. It is suit- 
able for application on wood, con- 
crete, brick or stucco. On rough 
surfaces one gallon is said to cover 
250 to 300 square feet; on smooth 
surfaces, 350 to 400 square feet. 
For more complete details write 
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IMPROVED! 


Automatic Feed Table 
By Cunningham .... 


‘T HE improved AUTOMATIC FEED TABLE 
is another CUNNINGHAM achievement in 
carrying out its policy of producing superior 
sawmill machinery that is modern in both 


engineering and design. 


Call on us for your sawmill machinery or 


supplies, 


CUNNINGHAM MACHINERY COMPANY 


710 Ricou St., SHREVEPORT, LOUISIANA 





Net Prices FOB Shreveport 


24” wide x 14’ long...... $562.50 
32” wide x 14’ long...... 600.00 
40” wide x 14’ long...... 675.00 


The 14’ machine has four bottom 
rolls and one pineapple top roll. 


























HOLT HARDWOOD CO. 


Manufacturers of 


MAPLE @ BIRCH © BEECH © OAK 
STRIP © BLOCK 
and 
HERRINGBONE 
FLOORING 


BROOM HANDLES 
GRADED SAWDUST 


* 
High Grade Northern Hardwoods 
® 
Custom Kiln Drying 


‘ 
Members: M. P.M. A. N. HL. A. ON. H. 8 HM. A. 


Oconto, WISCONSIN 
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THEN RECOMMEND 


TIDEWATER 


RED CYPRESS 


TERMITE RESISTANT (naturally heavy pines. Structural grades of 
resistant to termite destruction known strength and stiffness are 
according to the U. S. Department available.) 

of Agriculture.) 


DECAY RESISTANT (Nature has 
done for Tidewater Red Cypress 
what man has tried to do for 
other woods through artificial in- 
duction of preservatives.) 


NATURAL GRAIN (Natural grain 
and texture lends beautifully to 
interior panneling and finishing.) 


EFFECTIVE FINISHES (Takes all 
stains, paints or enamels. No de- 
STRUCTURALLY STRONG (General parture from standard finishing 
strength lies between light and procedure required.) 
ALWAYS AVAILABLE IN THE SIZE YOU REQUIRE 
FROM “small stuff’ to TIMBERS 
We also invite inquiries concerning fully fabri- 
cated or partially fabricated vats and tanks. 


° won PL 
~“O=> Tidewater Gypress 
RED CYPRESS =A4——= 


Can be furnished from St. Louis Stocks 


FLEISHEL LUMBER CO. 


4237 DUNCAN AVE. * ST. LOUIS 10, MO. * NEwstead 2100 
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WHAT'S NEW? 


Harrison Paint & Varnish com- 
pany, Dept. AL&BPM, Canton, 
Ohio. 





New Table Saw 


Practically a complete woodwork- 
ing shop, this new H & A saw table. 
with light weight, polished alu- 
minum alloy top, can be carried any 





where on the job and operated from 
any 110-220 volt, 60 cycle outlet. 


511% inches long. The saw carriage 
rolls on life-sealed ball bearing roll- 
ers. The saw is pulled through the 
wood instead of pushing the wood 
through the saw. Work may be 
pushed through the saw if desired. 
Table center separates giving easy 
access to arbor. Depth of cut is 
quickly adjusted, saw blades and cut- 
ters easily, changed. For more com- 
plete details and a catalog write 
Heston & Anderson, Dept. 
AL& BPM, 606 W. Kirkwood street. 
Fairfield, Lowa. 


Protective Floor Coating 


Carbo Floor coat is a decorative 
and protective coating for concrete 
walls and flooring which seals sur- 
face pores and prevents absorption 
and attack from mild acid and al- 
kali solutions, oils and detergents 
and water. It is said to penetrate 
well down into the pores of con- 
crete or wood and will not form &a 
hard, lacquer-like film over the sur- 
face. It is said not to form a thick 
coating which will chipsand does 
not create the hazard of slipper- 
iness. It is best applied by brush- 
ing or by use of a push broom. 
Two coatings are necessary for ef- 


green, red, gray and black. For 
further information write Carbo- 
zite Protective Coatings Inc., Dept. 
AL&BPM, Greensburgh, Pa. 


Twin Spindle Shaper 


The Fenton twin spindle shaper 
shown here is a shaper with two 
moulding heads and clamps con- 
verting it to an end matcher. It 
comes with a two H.P. motor and 
one set of plain knives. The mould- 





ing head is ground 4 inches in di- 
ameter, by 1°4 inches thick with 
an arbor hole of °s inch diameter 
or larger as specified. With four 
knives it can be used also on spe- 
cial arbors for moulding, jointing, 


The table top is 39 inches wide by fective results. It is available in cabinet, and pattern work. An- 
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STOP End Checking!!! 


No. 464-A Lumber sealing compound is a 
specially developed “end coating” that 
produces amazing results. 


= 


—— 


— 
ee aT ee 2 ieee 7 
OK, or fa - 
— Sono 4 - 
. 


ce oe ech, liar’ 
~ » fs 7 
ea wa PEM oe se 


Not a “lead and oil” paint but a new 
product designed to do a particular job. 


——— 


Can be applied with spray gun designed 
for heavy bodied materials or by brush. 
Color is black. 


Any mill, lumber dealer or manufacturer 
who stores lumber can effect very substan- 
tial savings. 
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Reports have been received that use of the 
compound has resulted in savings amount- 
ing to thousands of dollars worth of lumber 
previously lost due to “end checking.” 
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Wire or write today for 
full particulars. 
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LAKE LUMBER CO. Ltd, 
SALES OFFICE: 2020 Conway Bidg., CHICAGO 2, ILL. 


Selling the Products of J. A. MATHIEU, Ltd., Rainy Lake, Ont. 





Bane. 


| The Akron Paint and Varnish Company 


AKRON 1, OHIO 
EST. 1878 
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TWIN HARBORS LUMBER COMPANY 


Aberdeen, Washington 


Manufacturers and Distributors of all 


WEST COAST WOODS AND SHINGLES 














FOR SALE | oe ae 


VENEERS 


HARDWOOD LUMBER| 2") 


Primavera - Habillo | 7" 


ucts, rough or smooth. 











Rosa Morada INSURE AGAINST GREEN LUMBER 
. - « test moisture as low as 0% 
. Avoid errors which result in warping, shrinking, ki d other 
All Thicknesses &} Grades iin jae nena online pai Teab Mes, saver, sana - 


irregular materials—in three seconds or less—without marring surfaces. 


Moisture Register gives you accurate tests from high percentages 
to lowest ranges at the press of a button. Based on the principle of 





Prompt Shipment — Market Prices high frequency, power absorption, there's a model to meet your re- 
quirements. Completely portable—easy to use. No points to break 
N.H.L.A. Grading Rules To Govern oe er en 


Write today for complete information, specifying type of material 
and range of moisture content to be tested.. Moisture Register Com- 


| pany, Dept. A, 133 North Garfield, Alhambra, Calif. 

PENBERTHY LUMBER COMPANY 

5800 South Boyle Avenue Los Angeles 11 
Kimball 5111 























FIDDES-MOORE & COMPANY 


228 N. LaSalle St., Chicago 1, Ill. Phone CENtral 5875. Teletype: CG 797 







For Immediate Delivery 


DOUGLAS FIR THE COMMANDER 
HOUSE DOORS GARAGE DOOR 
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Reena BF Sansone 
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other Fenton product is the four 
headed moulder with the capacity 


of 2x61 inches. It is a high speed 
ball bearing equipped machine with 
a feed of 30 to 125 feet per minute, 
and produces trim, sash, door rails, 
mouldings, etc. For more complete 


information write R. N. Fenton 
company, Dept. AL&BPM, 1960 E. 
Milwaukee 
Mich. 


avenue, Detroit 11, 


Mortise Sliding Door Lock 


Number 58 Mortise Sliding door 
lock is a compact, modern lock that 
can be used on any sliding door 
that is 134 inches or more in 
thickness. up to and including 134 
inches. One of the features is the 
edge pull which is incorporated in 
the face of the lock itself. The 
escutcheons are wrought brass or 
bronze, 2x2%@ inches overall and 
are interchangeable. They are fur- 
nished in all standard hardware 
finishes and split finishes. The 
face of the lock is 7x4 inch, 








Quality seasoned Southern Hardwoods 
explain in large measure the success 
of Korn Industries, Sumter, S. C. Note 
battery of Moore Cross-Circulation 
Kilns (above right) at this plant 


Moore 


Cabinet Co. 


in actual use. 


your plant. Write today. 





If you are interested in kiln drying 
and wish to be placed on our mail- 
ing list, send us your name and 
name of the firm with which you 
are connected. 





Cross - Circulation Kilns 
Solve Problem for S. C. Manufacturer 
Cutting Various Species Hardwoods 


The impressive air-view above shows plant of Korn 
Industries, Sumter, S. C., comprising Sumter Wood 
Products Co., Sumter Hardwood Co. and Sumter 


Manufacturing gum, pecan, elm, cottonwood and 
other Southern hardwoods, these progressive enter- 
prises depend on Moore Cross-Circulation Kilns for 
quality kiln-dried hardwoods, seasoned to uniform 
moisture content to which the lumber will be subjected 


Let the Moore Kiln-Engineer show how the Moore 
Cross-Circulation System will soon pay for itself at 


MOORE DRY KILN COMPANY 


Largest Manufacturers of Dry Kilns and Veneer Dryers 


JACKSONVILLE 1, FLORIDA 
VANCOUVER, B. C. 
NORTH PORTLAND, ORE. 


_ MOORE PRY KILNS 
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backset 244 inch. Packed in box 
complete with escutcheons. Sepa- 
rate edge pulls, flush pulls and jamb 
bolts are also furnished for sliding 
doors. The company also makes 
pulls for tempered glass doors. 
Dealers are invited to ask for cata- 
log sheets. Write Peabody-Acker 
Inc., Dept. AL&BPM, 5816 Hooper 
avenue, Los Angeles 11, Calif. 


New Metal Mouldings 


Seven new extruded alloy mould- 
ings have been added to the 
line of Marsh Wall Products. The 
new moulding patterns are two 
counter nosings, stair nosing, coun- 
ter nosing with linoleum insert, in- 





side corner or cove with linoleum 
insert and two price tag mouldings. 


For more complete’ information 
write Marsh Wall Products Inc., 
Dept. AL&BPM, Dover, Ohio. 


Bathroom Cabinet Catalog 


A new catalog of Lawson bath- 
room medicine cabinets and bath- 
room accessories has just been pub- 
lished. Many new features have 
been incorporated in the 1947 line, 
including the seamless, one-piece 
drawn steel body with rounded, 
easy-to-clean. inside corners; the 
improved, stainless steel mirror 
frame for frame type cabinets; re- 
movable, stainless steel razor blade 
box and the new type of light fix- 
tures for lighted cabinets. A copy 
of catalog 47C may be obtained by 
writing F. H. Lawson company, 
Dept. AL&BPM, 809 Evans street, 
Cincinnati 4, Ohio. 


Water Repellent Treatment 


How exterior concrete and mi- 
sonry building walls above grade 
may be treated for protection against 
the effects of water absorption is de- 
scribed in a new six-page folder Hy- 
drocide Colorless — the Invisible 
Water - Repellent Treatment. The 
folder explains how the prescribed 
treatment gives all kinds of masonry 
surfaces a non-staining weatherizing 
film and helps to preserve the origi- 
nal appearance of building stone and 
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loors, | | 
Acker | | WHOLESALE JOBBERS : 7 
cover | | OF vo new Profit, — 
| | l 

| l 

CY s | 

|| Western Pine & Fir | | . 

lOould- ‘ 

e e | 
the | | Mouldings & Trim | | ! 
The | Bigger profits are headed ¥ 
two | your way—with CER-A-SEAL 

doub-L-life, the nationally ad- 
coun- Office & Warehouse vertised and proved water-re- 
t, in- pellent-sealer. Every homebuilder 

| 1530 So. Sangamon Street needs CER-A-SEAL doub-L-life for 





treating today’s unseasoned or green 
wood. Gives new life to old lum- 
ber too, as well as all masonry. 
No end of application or profit 
possibilities. For the proved 
profit experience of other 
dealers, write C eraseal Chem- 


Chicago 8, Illinois 


Our policy is to serve the retail lumber dealer on 
quality house mouldings and trim, at reasonable mark- 
ups. 


It is our desire to spread our available stocks among | 
reputable dealers in the fairest manner possible. 


pendable source of supply with a maximum of price 
stability. 





WATER REPELLENT 
PRESERVATIVE SEALER 


| 

| . * - 
We intend to protect the dealer and offer him a de- | 
' 


MIDWEST JOBBERS INC. 


Stewart Griffeth, Manager 
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McKenna Says, “Save Space 
--Slide all Interior 
Doors on 


yath- 
yath- 
pub- 
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Available 
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reet > = I 
: FOR ATTIC VENTILATION 4A in]Both 
Acid-Resisting Corrosion-Proof 
No streaks on wall 
Face Frame is Masonite Presdwood 
No seams. * No Spotwelds * No rivets * No screws s be 
Mi- 
mt SPECIAL LOUVERS FOR NEW CONSTRUCTION Single and Double Door 
: Easy to install . . . No exposed nails H H 
Inst 
 de- STANDARD LOUVERS LUMITE PLASTIC SCREEN Applications 
H- Installed from inside No strain, no rust, no corro- 
119 Made in 11 sizes. sion—Outlasts metal. * 
The All Louver Boards free from frame to allow for Expansion. 
ae ALL ALLOW UNOBSTRUCTED, MAXIMUM VENTILATION 
ibed ALL LAST FOR THE LIFE OF STANDARD BUILDINGS 
mry ALL MAKE GOOD PROFIT — SATISFIED CUSTOMERS Jay G Nic Kenna inc 
: a L.| 
Zing 7 
igi A. D. HEMPHILL CO. P.O. Box 677 -- ELKHART, IND. 
3060 4th Ave. So. Minneapolis 8, Minn. ; 


and 
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HEREX MOUR CHIEF 
FIREIGH TAM Ga vipment! 


Yes sir, chief of them all for putting out grass, 
rubbish, forest, roof, room, building and Class A 
fires! INDIAN FIRE PUMPS are famous for the 
fast way they go into action and win the praise 
of all who use them. Here’s an example: 


D. B. SMITH & CO., Utica, New York 

| have used INDIAN FIRE PUMPS as a member 
of the local fire department and have nothing 
but the highest praise for them. They are not too 


heavy and carry enough water to cover an exe 


tensive area. Paul S. Ney 


Pump throws 
pressure stream 
30 to 50 ft. or 
nozzle adjusts 
to spray or fog 
mist. 5 gal. tank 
carries slung on 
the back. Extra 
Strong construc- 


How is your supply of 
INDIAN FIRE PUMPS? 
Do you have plenty? 
Order now. Catalog and 
price list will be sent on 
request. Write us today 
for full information. 


tion throughout. 


D. B. SMITH & CO. 406 main st 


Utica 2, New York 
PACIFIC COAST BRANCHES: 


HERCULES EQUIPMENT & RUBBER CO. 
435 Brannan St., San Francisco, Cal. 


FRED E. BARNETT CO. CANADA AGENTS: 


600 Spring St. 
Kl th Falls, Ore. BINGHAM & HOBBS 
. oneal EQUIP. CO. 


MILL & MINE SUPPLY 395 W. Sth Ave. 
2700 Fourth Ave S. Vancouver, Canada 
ttle, sh. 
a DUKE EQUIP. CO. 
FRED E. BARNETT CO. 297 Duke St. 
Broadway & Harris St., Eureka, Cal. Montreal 3, Canada 


ROY G. DAVIS CO. 


617 E. Third St. 
Los Angeles 13, Cal. 


FRED E. BARNETT CO. 
2005 S. E. 8th Ave. 
Portland, Ore. 























aids in checking the absorption ol 
dust, soot and = similar causes of 
stains. In addition, the folder gives 
thumbnail application data and coy- 
ering figures. \ copy of the folder 
may be had free of charge by writing 
Building Products division, L. Son- 
neborn Sons Inec.. Dept. AL& BPM, 
88 Lexington avenue. New York 16, 


N.Y. 


Fishing Rod Preservative 


Designed primarily for protect- 
ing and preserving baniboo or 
metal fishing rods, Izaak Walton 
varnish is being introduced. It is 





said to be so elastic that it is not 
affected by the stresses and strains 
that a rod must withstand. It is 
said not to turn white in fresh or 


salt water, and to resist tempera- 
ture changes, fly oil, line grease 
and insect repellents. In addition 
to national advertising, the sales 
aids include 11x14 inch counter dis- 
play, with a collar which holds a 
jar of the product. For more com- 
plete details write Devoe & Ravy- 
nolds company Inc., Dept. AL& 
BPM, 44th street and First avenue, 
New York 17, N. Y. 


Oil Stain and Sealer 


Staining and sealing in one oper- 
ation is the feature of Perpet-U- 
Oil, a new paint product recently 
developed. It is said to do two 
complete wood-finishing jobs with 
one coat. It is said to penetrate 
deeply without raising the grain of 
the wood, even on new and un- 
treated wood, provides a rich sur- 
face that can be waxed, varnished 
or shellacked. It is available in six 
blendable colors. There are said to 
be no objectionable odors. For mcre 
complete details write 20th Century 
Paint and Varnish company, Dept. 
AL&BPM, Brooklyn, N. Y. 
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i | J. P. RINN H. V. SCOTT 
7" Rinn - Scott Lumber Company 
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ul LUMBER and LUMBER PRODUCTS 


folder 
Vriting 











ae Yard and Warehouse a General Office 

. BPM, 2759 So. Kedzie Ave. Redding, California 360 No. Michigan Ave. 

siete Chicago 23, Ill. P. 0. Box 6 Chicago 1, Ill. 
BiShop 4080 RANdolph 4878 

sigue Long Leaf and Short Leaf 

Walton 


«<!) Yellow Pine Lumber 


Band Sawn 


Boards @ Dimension @ Timbers 
Flooring @ Ceiling @ Siding 


Properly Manufactured 
Correctly Seasoned 



































and 
Carefully Loaded 
nl KILN DRIED or AIR DRIED 
strains 
: is Write — Wire — Phone 
esn or 
npera- Send us your inquiries 
yrease 
iditio 
an Shipping Point: Fitzgerald, Ga. on S.A.L.RR. tional 
er (lis- eres” er Hs Ueentatives in orld 
«1! Campbell Coal Co. ae = 
Ray- 238 Marietta Street, N.W. uipPtnc N onP.- 
Al& P.O. Box 1498 since 190° E MAN , 1, 8. ¥ 
venue, ATLANTA 1, GEORGIA gnst Senet New Yor 
1 Woolwort 

om We Manufacture and Wholesale 
we Southern Pine and Hardwood Lumber 
with . 

Boies OUR SPECIALTY: 2 x 4—8’ SLYP S4S Std. EE DET A/D 
ain of 
d un- 
st CORINTH PLANING MILL Co. 
lisne 

in six P. 0. Box 501 Telephone 968 
aid to CORINTH, MISS. 
mere 
— Custom Resawing and Surfacing in Transit 
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| WANTED: Lumber and Building 
| Material Merchandising Executive 


To direct purchasing, merchandising and yard operations for old 
established firm operating chain of lumber yards California coastal 
Write giving full details cover- 
ing experience, age, previous earnings, etc. Worthwhile salary and 


area, headquarters Santa Barbara. 
bonus. Travel expenses will be paid to selected applicants. 


SOUTHERN PACIFIC MILLING COMPANY 
735 State Street, Santa Barbara, California 








ee 











ENGLISH TYPE-- RAIL AND HURDLE FENCE 


LARGE STOCK -- PROMPT SHIPMENTS 


wooD PRODUCTS COMPANY 


Write for Catalogue TOLEDO 12, OHIO 








We Like “Cats 


We buy them. We need them in our work. We will continue to 


“a 


are motive power for most of our logging equipment. 


use them until something better comes along. , we might add, 


It is of interest to the retailer to know that "'Cats'’, as well as arches, 
loaders, special trucks and other equipment are constantly being added 
to the Kirby woods equipment, because this news serves to drive home 
a point we have often made about our future timber supply. Kirby 


timber is provided for far, far into the future. Our forester force has 


planned it that way. 


LUMBER 
CORPORATION 


Southern Hardwoods 
"A Wood for Every Purpose’ 
KIRBY BUILDING HOUSTON, 


Yellow Pine 


TEXAS 
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Abrasive Selector Chart 

Just announced is a slide rule 
type abrasive selector which shows 
the proper abrasives to be used as 
well as the rubbing and polishing 


STERLING 


» 
oe 
oto a 


SAND 
ay sanet 





agents for various sanding and fin- 
ishing operations. Plastic coated 
for durability and designed in 
three colors for quick, accurate 
reading, the new selector indicates 
the proper abrasive combinations 
for 120 specific sanding and finish- 
ing problems. It shows the kind of 
abrasive; abrasive grit sizes; type 
of coating; lubricant to be used, if 
any; power pad to be used on the 
sander. Marginal notes contain in- 
formation of value in specific appli- 
cations. For information on how 
to obtain this selector write Ster- 
ling Tool Products company, Dept. 
AL&BPM, 363 E. Ohio street, Chi- 
cago, Ill. 


Aero Mist Sprayer 


The new Aero Mist sprayer is 
designed to simplify insect control. 
Through the use of the Aero-Mist 





fan, the sprayer shoots a mist of 
concentrate to affected areas at a 
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Anaconda Copper 
Mining Co. 


Lumber Department 


Bonner, Mont. 


Manufacturers of 


Ponderosa Pine, Fir and 
Larch Lumber 














WANTED t BUY 


LUMBER 


WE ARE USING 200,000 FT. LUMBER DAILY 
IN OUR TWO PLANTS. CAN USE THE FOL- 
LOWING: 


1x4 and wider, Pine, S4S, random Lengths. 

1x4 and wider, Pine, SHIPLAP, random Lengths. 

1x6 or 1x8 Pattern 105, NOVELTY SIDING. Random 
Lengths. 

2x4, Pine, S4S, random lengths. 

2x6, Pine, S4S, random lengths. 

2x8, Pine, S4S, random lengths. 





Lumber can be green or dry, will pay cash for any 
volume, steady shipments. 


FLOORING SASH 











MOULDINGS DOORS 





WIRE, OR TELEPHONE HADDON HEIGHTS 2-6038 


CENTURY PRE-FAB CORP. 


HADDON HEIGHTS, N. J. 
SELMA, N. C. 


MANUFACTURERS OF SEABOARD READY-BUILT HOMES 
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You'll Get Plenty of 
ACTION with a 


CORINTH 


NO. 2 SAWMILL 
...and Fine Lumber Too! 


By actual tests, the Corinth No. 2 
Sawmill has proved its superiority 
in the fast production of fine lum- 
ber—softwood, hardwood and 
mixed. This accurate mill, which 
may be used as a portable outfit or 
set up on a permanent foundation, 
is so sturdily constructed, it will 
stand up in even the severest 
services year after year. 


Send for complete specifications 
and delivery dates. For out-of-the- 
Ordinary sawmill problems, ask 
for the services of a Corinth 
engineer. You can depend upon 
him to find a practical solution. 


CORINTH MACHINERY CO. 
CORINTH, MISSISSIPPI 






Speedy, and accurate dou- 
ble-acting set works with 
steel machine cut ratchet 
wheel, for cutting very 
accurate lumber. 
Quick-sligning steal head- 
block base with adjustable 
split knees with McDon- 
outh boss dogs, and rever- 
sible wearing plates for 
double-length service. 
Fast, improved heavy-duty 
bale food works will wits 
stand hard usage. Bronze 
bushed idler pulleys for 
pressure gun greasing. 


Steel machine cut racks 
and pinions securely fas- 
tened to split knee assure 
long life, and extreme ac- 
curacy. Replaceable with- 
out removing entire knee. 
Adjustable — feed gears 
permit easy elimination of 
slack caused by wear be- 
tween gear and pinion. 
Cast steel carriage wheels. 
Guide wheel machined to 
fit 20-lb. machined ‘“‘T” 
rail track. 


18” Steel Splitter Wheel. 




















MOISTURE-RESISTANT 
~ PLYWOOD 


Stands for Quality 












A Name That 





in Plywood 


Soundbilt, as the 
name implies, is a 
w e1l- manufactured, 
quality-produced ply- 
wood. It comes from 
fine, old-growth logs. 
It is made in a mod- 
ern plant. Soundbilt 
is a name you'll be 
hearing more about 
as things get back to 
normal—so that more 
Soundbilt can be 
made available. 





230 EAST F STREET . TACOMA 2. WASHINGTON 
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speed of 150 miles per hour. It is 
said that high trees as well as field 
crops can be thoroughly sprayed. 
It is designed to be mounted.on a 


34 ton platform truck. One man 
can operate the sprayer, as all con- 
trols are under finger tip control 
within reach of the operator’s seat. 
The sprayer will complete a 360 de- 
gree circle, thus giving complete 
coverage. For further details write 
Lawrence Aero-Mist Sprayer com- 
pany, Dept. AL&BPM, 59 Federal 
street, Greenfield, Mass. 


Aluminum Windows 


Announcement of a complete 
line of Alcoa aluminum windows, 
screens and storm sash has been 
made. The double-hung and pic- 
ture windows are manufactured in 
stock sizes with several glass ar- 
rangements. The sub-frame acts 
as a weather bar and is said to be 
completely concealed at all times. 
Fabricated from redwood or red 
cedar, it is treated with water re- 
pellent and termite resistant pre- 
servatives and. sealed with alumi- 


num point. Units are shipped un- more complete details write Cup. 
glazed, completely assembled and ples Products corporation, Dept, 
ready to install. All hardware and AL&BPM, 2640 South Hanley road. 
anchors are attached. The double- Maplewood, St. Louis 17, Mo. 
hung units are available in 11 stock 6GJass Door Booklet 

sizes with four different glass ar- A new booklet showing many 
rangements. Multiple units are effective uses of Tuf-flex tempered 
formed in either straight runs or plate glass doors has just been is. 
at angles with one of three stand- _—_ sued. The new booklet photographi- 
ard mullions. The picture windows cally illustrates Tuf-flex door in- 
are available in 12 stock sizes, for stallations in theaters, apparel 
shops, food markets, and _ other 
stores. It is also designed to assist 
planners and operators of automo- 
bile sales rooms, office buildings, as 
well as service establishments of 
all kinds. A copy may be obtained 
without cost by writing to the Lib- 
bey-Owens-Ford Glass Company, 
Dept. AL&BPM, Nicholas building, 
Toledo 3, Ohio, and requesting 
form TF-2. 


Sliding Door Unit 

‘A new type sliding door unit 
which works without rollers is now 
being sold. Know as the Glidaway, 
the unit is equipped with hardware 
which is said to be designed to per- 
extrusions carefully finished and mit a smooth, quiet gliding opera- 
joined to the wood sub-frame. The tion. The units are available for 
screens are wired with modern hoth the single and double pocket 
plastic or aluminum screen cloth. opening and are designed for stand- 
Storm sash comes ready 
with double strength glass. For 





use alone or 
units. 
in four pieces with the aluminum 


with double-hung 
The windows are shipped 


glazed ard four inch walls. Although the 
doors are sold separately from. the 








TARTER, WEBSTER & JOHNSON, 


No. 1 Montgomery St., San Francisco’ 


Ponderosa Pine, Sugar Pine, White Fir, Incense Cedar 
Lumber, Mouldings, Cut Stock 


INC. 


P. 0. Box 1731, Stockton, Calif. 


Manufacturers of 











R. A. Holmes 








~ mwonnd 





C. F. Mimnaugh 






“If It’s Made of Wood We Sell It” 





<a WS ~ 
Propucts COMPANY 


525 CORBETT BUILDING—PORTLAND 4, OREGON 


ful West Coast Species 


% MOULDINGS ,y INDUSTRIAL CUT STOCK 
% FURNITURE DIMENSION STOCK 








= 











106 


— 


May 10, 1947, AMERICAN LUMBERMAN © 





ap 
ne 





e Cup- 

Dept. 
Vy road, 
Lo. 


many 
mpered 
een is- 
graphi- 
oor in- 
apparel 


other 


O assist 
2utomo- 
NZS, as 
ents of 
btained 
he Lib- 
mMpany, 
uilding, 
uesting 


unit 
Is How 
idaway, 
irdware 
to per- 
" Opera- 
ble for 
pocket 
r stand- 
neh the 
‘om. the 


ll [t” 








frames, any design door, either flush 
or panel, may be adapted to the 
(rame providing thickness is not 
more than 184 inches. Frames are 
available in a range of stock sizes 
to fit various door widths and 
heights. For more complete infor- 
mation write United States Plywood 
corporation, Dept. AL& BPM, 55 W. 
l4ith street, New York 18, N. Y. 
New Utility Grinder 

The abrasive belt has now been 
applied to the utility grinder. This 
new machine is said to provide the 





advantages of grinding on an abra- 
sive belt operating over a resilient 
contact roll or wheel in a popular 


priced unit. Since the wear is on 
the abrasive belt and not on the 
supporting contact wheel, this 
wheel or roll remains flat, square 
at the corner or side, and main- 
tains its diameter and balance. For 
grinding and polishing of certain 
rounded or oval parts, an additional 
formed resilient contact roll can be 
attached to the grinder in place of 
the platen. The abrasive on a belt 
is fully exposed for work. For more 
complete details write Porter-Cable 
Machine company, Dept. AL&BPM, 
Syracuse, N. Y. 
New Rubber Cement 

A new rubber cement, Plastilock 
500, for bonding metals, wood, 
plastics and ceramic material to 
themselves or to each other is an- 
nounced. The company claims it 
provides superior bonding qualities 
in any of its applications, and in 
some cases can be used in place of 
rivets or screws. The new adhesive, 
used for metal-to-metal bonding, is 
said to have shown a shear strength 
of 3,250 pounds per square inch. 
or further information about this 
product write B. F. Goodrich com- 
pany, Dept. AL&BPM, Akron, 
Ohio. 




















It does the 

Job better ' 

for THEM! Glazing Compound, 
% 


It makes a 


bigger profit NACKLANBURG-DUNCAN COMPANY 


® Manufacturers, Okiahoma City,OkI2- ra 
Yr i ee i) 


kd ie int, pint, 
Furnished .. M2 N22 \b. 
; eee 


Nu-Glaze sets to a ssn So Zo 100 


| od '880 Ib drums 
Vtke consistency 
"se i- ener NATIONALLY 
Applied like P | 
ADVERTISED: 
or metal sash, re : i Sah wa r ‘ 


1 eEllomes 


better be 
NuGlore 9s the perfec 
glazing woo 
setting plum 
all kinds, 
Clean to 
Goes on § 
consistency 
the long TU 













Streamlined for quick, clean, efficient 
application of Nu-CALK...... 


“The World's Finest Calking”’ 


Here’s another best-seller! A combination of the 
world’s standard of calking quality plus the most 
efficient and practical calking load on the mar- 
ket. Unaffected by weather, adheres to most 
any surface. 


immediate 
Delivery 









Nu-Calk Calking Compound comes in 12 pint 
pint, quort, gallon, 5 gallon cans Also 55 gol 
drums. Speed Loads packed 10 loads (approx. | 
Gal.) to a carton, 4 cartons to o cose. Full freight 
allowed on 8 cartons or more 
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H. B. Jordan, Gen. Mgr. C. M. Jordan, Treasurer 
C. W. Jordan, Sales Mgr. J. B. Deutsch, Detroit Mgr. 

















Clarke County Lumber Company ‘ 
| Wholesale Forest Products 
— AROMATIC RED CEDAR LUMBER Manufacturers Boxes, Shooks, Pallets, 






















































































































— —_— Crating and Fabricated Items. Con 
-—{ AROMATIC RED CEDAR POSTS \ — -~ i ws com 
= =—4 v 
—— AROMATIC REO CEDAR sae Phone: TEmple 1-2924 Phone: L. D. 167 mon 
——* TAPERS & SQUARES (3 834 Maccabees Bldg. Anderson Building | peti 
— DETROIT 2, MICH. THOMASVILLE, ALA. | svery 
NBATON ROUGE, LAY | Som 
—_ iil | duet 
4 
: TS —— Tru 
| : lr 
| C. E. Klumb Lumber Company . SPRINGSTON, IDAHO = 
| ct nee & Ge ) Idaho White Pine —_ Ponderosa Pine § ry ; note 
Dougias Fir White Fir Cedar” “was” | tha 
se | pay 
Wholesale Lumber Distributors / and 
|| LST | 
An Experienced Lumber Service That Knows the | Consulting Foresters dow 
Producer’s Problems and the Buyer’s Needs. | WENT ie) 44{e1 + amity 2 Bewner k 
| Old Town, Ruttan Block | $5: 
CRYSTAL SPRINGS, MISSISSIPPI | ti Bort Arther, Generel | 

“In the Heart of the Deep South” | Established 1910 ! 

Phone 169 P. O. Box 391 | | the 

° ALL STEEL . , 
American voice swivee Load Binder | 

— = eer ( Goodyear Pattern) d es 
For binding LUMBER, sp 
LOGS. Holds load firmly. I 

Established 1850 throughout.” ” Jemsiet te LOSED sid 
Write Nr clout and full 7 . 
e nformation yey 
Cross, Austin & Ireland =|) jae ige ers: - | 
! Catalog on request. P ous 
| ber 

Lumber Company || AMERICAN LOGGING TOOL CO., Evart, ‘Mich. | (A 

1246 Grand St. Brooklyn 6,N.Y. || PLANER AND YW, os 

u 

Telephone Evergreen 8-9000 JOINTER KNIVES : 

— — — also high speed knives and tio 

" . se cutters for the woodwork- ab 

Lumber - Timber - Millwork TAYLOR-STILES & CO, tala crn me 
ne Co. pel 

RIEGELSVILLE, NEW JERSEY “sue nc” a 

re] 

SPECIALIZING . 

; in protection for the Lumber Industr ab 

J. W. Wells Lumber Co. P ~ y i 
Montgomery 1, Alabama Substantial dividend savings have been re- ra 


turned to policyholders each year. 


° Lumbermens : 


Manufacturers MUTUAL CASUALTY COMPANY W 


. James S. Kemper, Chairman 
Southern Hardwoods and Pine Mutual Insurance Building 


Chicago 40 U. S. A. 54 
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MARKET ANALYSIS 


Competitive market starting in 
commons; uppers remain scarce 

Widespread reports indicate that the market in com- 
mon items, at least, is beginning to become really com- 
petitive. However, buyers are looking over the field 
very cautiously, purchasing only a few cars at a time. 
Some West Coast Mills have voluntarily announced re- 
ductions along the lines suggested by President 
Truman. 

In the Kansas City area price lists were said to be 
fairly well stabilized. Prices ran from $10 to $15 
under the highs of last fall. Distributors in that area 
noted that prices just east of the Mississippi are easier 
than on the west side. For example, some buyers are 
paying $67.50 for east side air-dried yellow pine board 
and getting a fair supply; west side lumber was 
bringing $2.50 to $7.50 a thousand more, reflecting 
reluctance on the part of the latter producers to come 
down. 

Kiln-dried stock in the Kansas City area is about 
$5 a thousand higher than air-dried. 

BUYERS BECOMING CHOOSY 

Although observers on the West Coast reported 
the market competitive in common items, dry uppers 
were said to be as high priced and hard to buy as 
ever. Buyers generally are becoming more choosy, 
especially on green items and specifications. 

Prices in the northwest ran about as follows: drop 
siding, $140; five-eights ceiling, $101; dimension $55 
to $65 depending on the mill and specifications. Tim- 
bers were moving about $25 over ceiling. 

The strike threat on the Pacific Coast remains seri- 
ous. Negotiations covering 16,000 workers, all mem- 
bers of the Lumber and Sawmill Workers Union 
(AFL), are still in progress. 


Current Statistics on 
Output and Distribution 

Lumber shipments of 422 mills reporting to the Na- 
tional Lumber Trade Barometer were 6.3 percent 
above production for the week ending April 19, 1947. 
In the same week new orders of these mills were 10.6 
percent below production. Unfilled order files of the 
reporting mills amounted to 77 percent of stocks. For 
reporting softwood mills, unfilled orders are equivalent 
to 27 days’ production. For the year-to-date, ship- 
ments of reporting identical mills were 10 percent 
above production; orders were 14.9 percent above pro- 
duction. Compared to the average corresponding 
week of 1935-39, production of reporting mills was 12 
percent above; shipments were 15.2 percent above; 
orders were 2.5 percent below. Compared to the cor- 
responding week in 1946, production of reporting mills 
Was 3.4 percent above; shipments were 6.7 percent 
above and new orders were 12.1 percent below. 


Western Pine 


The 107 mills reporting to the Western Pine Asso- 
ciation for the week ending April 19, 1947 cut 57,052,- 
000 feet. The same week a year ago the cut was 
54,192,000. Shipments were 62,700,000 compared with 


dry 
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SHIPPED FROM STOCK 


Your needs may be here now! The most 
panels anywhere under one roof... Fir, 
Pine, Gum, Birch and Figured Woods... 
the best-glued plywood available...requ- 
lar, water-resistant and waterproof types 
.»»Plywood specialties ...single-ply veneers. 
WRITE TODAY for “Teleply Ticker” current 
warehouse list ... Aetna Plywood & Veneer 
Company, 1732 Elston Av., Chicago 22, Ill. 











AMERICAN BOWSTRING WOOD TRUSSES 
BETTER ... AND READY FOR 


IMMEDIATE DELIVERY 


Here are several reasons why alert Lumber and Building 
Supply Dealers insist on American Wood Trusses for their 
own buildings and recommend them to builders, too: 


1. 20% additional storage space 
between spans. 


4..Clear floor-space. 

5. Spans to 150 ft. 

2. Ideal for mechanical piling. 6. Lower fire insurance. 
3. No posts...no center walls. 7. Available Now! 

For Commercial, Industrial, Recreational Buildings. 


FREE—SEND FOR NEW CATALOG TODAY! 


25th Anniversary < WIZ 1922-1947 


AMERICAN ROOF TRUSS CO. 


CHICAGO, 49 + 6846 Stony Island Avenue « Phone PLAza 1772 
LOS ANGELES, 37 ¢ 242 W. Santa Barbara Ave. « Phone ADams 1-4379 
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BALANCER-ACTION, WEATHERSTRIPPING BENEFITS IN 
| Ar -tele 
WINDOW STAYS 


One operation to insure snug-fitting, 
free-sliding sash for all double-hung 
windows. Air-tite Window Stays ap- 
ply evenly distributed pressure onto 
both upper and lower sash towards 
the parting bead. Thus, weather in- 
filtration and slackness between sash 
and parting bead is eliminated and 
windows will remain at any desired 
height without cords, weights, pulleys 
or balancers. 


Air-tite Stays simplify inventory 
problems. They are the convenient, 
economical and logical way to 
finish new, old or completed window 
units. Write today for descriptive 
folders and prices. 


The plunger of each 
Air-tite Stay expands 
and contracts against 18 
lbs. of spring action. This auto- 
matically adjusts to wood swell- 
ing or shrinkage, allowing sash to be 

raised or lowered freely at all times. 
Cut-away view - Actual size 


e * 
- 
U.S. Pat. No. 2,187,412 


WINDOW STAY COMPANY, CHICOPEE, MASSACHUSETTS 


502\ Helps You Sell... 


















Panels and insert sash and screens that fit without rat- 
tling or sticking — with tight joints and long-lasting 
putty bond. WOODLIFE water repellency takes care 
of that as well as a better, trouble-free paint surface, 
and no rot or termites. ; 

60 cents is the most the owner pays to get this pro- 
tection from WOODLIFE. You make a profit and a 
service-free sale. 


Protection Products Mfg. Co. 
PMirs. of CHEMICAL PRESERVATIVES Since 1921) 


Mfrs. of CHEMICAL PRESERVATIVES Since 192] 
Research Laboratory and Plant KALAMAZOO, MICH. 
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LUMBER MARKET 





58,584,000 a year ago. Unfilled orders on file at the 
end of the week stood at 178,902,000 compared with 
258,439,000 a year ago. Gross stocks stood at 535.,- 
236,000 compared with 559,333,000 for the corre- 
sponding period in 1946. 


Southern Pine 


Production of Southern Pine by the 113 mills re- 
porting to the Southern Pine Association for the week 
ending April 19, 1947, totaled 17,684,000 feet. This 
was 0.99 percent above the three-year average for 
the same mills. Shipments for the week ending April 
19 amounted to 17,590,000. This was 0.53 percent be- 
low production for the week. Orders placed during 
the week amounted to 15,487,000 or 12.42 percent be- 
low production for the week. 


Northern Pine 


Production of Northern Pine by the five mills re- 
porting to the Northern Pine Manufacturers’ Associa- 
tion for the week ending April 19, 1947 totaled 90,000 
feet. The same week a year ago the cut was 210,000 
feet. Shipments during the current week amounted to 
1,410,000 feet compared with 750,000 feet a year ago. 
New business booked amounted to 610,000 feet com- 
pared with 1,230,000 for the same period a year ago. 
Unfilled orders on hand stood at 3,315,000 feet and 
gross stocks amounted to 18,425,000. 


In the Market Centers 

TACOMA—Dealers are reported to be accumulating 
excessive supplies of poorer grades with little prospect 
of moving them unless prices break. Most dealers be- 
lieve that price levels have reached their peak and 
that something must happen soon or the situation will 
become serious. Local construction is limited pretty 
much to the rural areas, principally because little has 
been done in that field since the start of the war. Ex- 
cellent weather has stimulated log and lumber pro- 
duction. 

SEATTLE—Volume of lumber produced is the high- 
est since the war and log output with the exception of 
cedar shows a very satisfactory gain. Though more 
lumber is available yard stocks are low and stocking 
is very conservative for fear of a price break. 

KANSAS CITY—High labor costs are blamed for 
holding back spring building. That demand for lum- 
ber will remain high is seen in the forecast by the 
Trans-Missouri-Kansas Shippers Board railroad group 
serving Missouri, Kansas and parts of Arkansas, Okla- 
homa and Illinois. It finds that 21,437 cars will be re- 
quired to handle the movement in the three months 
ending June 30 compared with actual requirements of 
18,167 cars in the same period of 1946. This repre- 
sents an increase of 18 percent. 

MINNEAPOLIS—The Federal Reserve Bank, Min- 
neapolis, reported building permits in Minnesota in 
March were valued at $4,047,660 compared with $11,- 
702,400 in March, 1946. The Minneapolis area showed 
a 67 percent drop; $1,297,830 for March, 1947 com- 
pared with $3,841,680 for the same month a year ago. 
A buyers’ strike in the face of rising costs of labor 
and materials were blamed for the drop in building by 
a building research committee of the Associated Gen- 
eral Contractors of Minnesota. Although the general 
contractors are interested primarily in the heavy con- 
struction field, the committee found conditions rela- 
tively the same in the home building field. 
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5Q@ Y£ARS 


TO ALL C 


Southern Pine & Hardwoods - 


USTOMERS. 


West Coast Woods «+ Piling * Lumber 


OF SERVICE 
LUMBER BUYING iT. RADE 


NOW IN OUR 557TH YEAR, WE ARE 
GIVING BETTER THAN EVER SERVICE 











DISTRIBUTORS 
WANTED 


FOR ALUMINUM MOULDINGS 


Immediate 


WRITE FOR COMP. ETE INFORMATION 


NATIONAL ALUMINUM CO. 


No. 28-A 





Delivery 


95 N. 17th St. 


COLUMBU 


-, GHatS 








OMAK-KWALITY 


Window, Door and 
Cellar FRAMES 


Trim, Mouldings, Casing, Base, 
Finish Lumber, Furniture Spe- 
cialties, Etc. 


District Sales Representatives 


Mr. R. F. Taylor Mr. H, M. Tripp 

No. 24 Welwyn Road P. 0. Box No. 85 4 

Great Neck, L. I., Crystal Lake, 1). 
New York 


Member Western Pine Assn. 




















YELLOW PINE 


end matched; ceiling: siding: 








Boards, dimension flooring—plain and 


ings; trim; box shooks and crates. 


mould- cut fro 


own m 








NOW. IN OUR 6381r=-YEAR 


OF LUMBER MANU 


FACTURING 


Quality Lumber 


Yellow Pine and Hardwoods 


Kiln dried and properly graded. Selectively 
m own forests. Manufactured in 
odern mills. 


ber 


TRADE-MARKED AND GRADE -MARKED 





SOUTHERN HARDWOODS 


Oak, beech, hickory and gum pre-fin- 
ished flooring and other fabricated 
wood products. 
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W. T. SMITH LUMBER CO. 


ELLOW PINE AND 





BUILpING Propucrs MERcH 


ANDISER, J/uy 


HARDWOODS 
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CHAI AN ALABAMA 



























Production | is improving 


Nationally 
Advertised 













Packaged, 
Labeled and Sealed 


To you who have been patiently 
standing in line awaiting deliveries 
of SUPERCEDAR- our production 
is at last increasing. While in fair- 
ness to all we must continue for 
the present on allotment basis, we 
are hoping to achieve reasonably 
good service in the near future. 


GUARANTEED 

90% Red Heart 

or Better D — gratifying. = 

; ealer, reserve space for 

100% Oil Content it in your shed--we are 

going to make it availa- 

ble to you as rapidly as 
conditions will permit. 


The Spectacular Pent:up 
Demand for SUPERCEDAR 





Product of 


GEO. C. BROWN & CO. 


GREENSBORO, N. C. 





LARGEST MANUFACTURERS OF 
AROMATIC RED CEDAR IN THE WORLD 














Opicinarg DHNER 


“THE MACHINE TO COUNT ON" 





A HANDY CALCULATOR 


New Back Transfer Device 
Speeds up Calculations 


HERE’S THE ANSWER to the 
lumberman’s need for a low priced, 
fast calculator. Entirely portable. 
Unexcelled for sturdy construction. 
Hundreds of auxiliary uses in large 
organizations. Keep one on every 
desk, where quick calculations are 
necessary. 


USE MORE MACHINES TO SERVE 
MORE PEOPLE AT LESS COST 


IVAN SORVALL 


210 Fifth Ave., New York 10, N.Y. 
Ask for Bulletin PP-53 
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G. L. Curtis Named Chairman 
of Curtis Companies Board 


At the annual meeting of the 
stockholders of Curtis Companies 
Inc., Clinton, Iowa, April 21, a new 
office was created. G. L. Curtis, 
president of the company since 





G. L. CURTIS, new chairman of the board of 
directors of Curtis Companies Inc. 


1911, was elected chairman of the 
board of directors. E. J. Curtis, 
vice president since 1923, was 
elected president, and G. M. Curtis, 
secretary since 1938, was also 
named vice president. 

Other Curtis officers named are 
C. A. Armstrong, vice president; 
H. H. Hobart, vice president; E. B. 
Oyaas, treasurer; G. A. Jensen, as- 
sistant secretary and_ assistant 
treasurer. 

Curtis Companies Inc., are en- 
tering their 81st year in the wood- 
work business, starting in Clinton, 
Iowa, in 1866. 


Dealers to Distribute 
Farm Building Plans of 
National Plan Service 


The National Plan Service Inc., 
Chicago, has arranged with the 
Farm Journal to supply the Journal 
with plans and drawings of a series 
of farm homes and farm buildings. 
These plans will be seen by over 
two and a half million farmers 
throughout the United States. 

Blueprints, specification forms 


and bill of materials for these plans 
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—one to appear each month—will 
be available only through lumber 
and building products merchants. 
Readers of the Jowrnal will be told 
in each article that they should 
contact their lumber dealer for 
plans, and all inquiries received by 
the National Plan Service will be 
answered referring the prospective 
builder to his local lumber dealer. 

Secretaries of the regional asso- 
ciations will receive advance re- 
prints of the plans to appear each 
month, and will be able to answer 
any dealer questions. 


Connor Lumber & Land Company 
Celebrates 75th Anniversary 

This year marks the 75th anni- 
versary of the Connor Lumber and 
Land company, Marshfield, Wis. 
The original organization estab- 
lished in 1872, in Auburndale, 
Wis., was known as R. Connor & 
company and was founded by Rob- 
ert Connor Sr. 

In 1896 the offices of the R. Con- 
nor company were moved to Marsh- 
field, and W. D. Connor, son of 
Robert Connor and head of the 
company at that time, began oper- 
ating other mills in that location. 
In 1900 he organized the Connor 
Lumber and Land company, and lo- 
cated the saw-mill at Laona, Wis. 

R. M. Connor is president and 
resident manager of Laona; G. R 
Connor is vice president and man- 
ager of the Michigan division at 
Wakefield; W. D. Connor Jr., is 
vice president, treasurer and direc- 
tor of sales located in the home 
office at Marshfield. A daughter, 
Mrs. Helen C. Laird, Marshfield, is 
secretary. 

In observance of the anniver- 
sary, the company has published a 
book showing the growth of the 
company and pictures of the pres- 
ent timber stands and operations. 


Yale Brand Name Honored 
for 75 Years of Service 

The brand name Yale, first used 
in October, 1868, to identify locks 
made by the Yale Lock Manufac- 
turing company, Stamford, Conn., 
and later used for many other 
hardware products of the Stamford 
division of the Yale & Towne Man- 
ufacturing company, was one of 
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SELLING THE PRODUCTS OF 


*THE McCLOUD RIVER LUMBER 
COMPANY 
McCloud, Calif. 
*THE SHEVLIN-HIXON COMPANY 
Bend, Oregon 


*Member of the Western Pine Associa- 
tion, Portland, Oregon. 











NEW YORK 
1604 Graybar Bldg. 
Mohowk 4-9117 


SF ose Pia Weodloh 





DISTRIBUTORS OF 


SHEVLIN PINE 


Reg. U. S. Pat. Off. 
EXECUTIVE OFFICE 
900 First National Soo Line Building 


MINNEAPOLIS, MINNESOTA 
DISTRICT SALES OFFICES: 





SPECIES 


PONDEROSA PINE 
(PINUS PONDEROSA) 


SUGAR (Genuine White) PINE 
(PINUS LAMBERTIANA) 











CHICAGO 
1863 LaSalle-Wacker Bldg. 
Telephone Central 9182 


SAN FRANCISCO 
1030 Monadnock Bldg. 
Exbrook 7041 





@ PACKED IN CARTONS @ 


sn a 67 





SILVER LAKE CO. }, cherichoochee, ceorsi 


Sold through Regional Distributors 





THE NAME SILVER LAKE stampep ON EVERY FOOT 


LOWER PRICED GRADES 
EDDYSTONE 
PELHAM 
NUCORD 
BENGAL 


Mills and Sales Office 








4 Mr. Retailer: 


Do You Want a Permanent Source of 
Douglas Fir Lumber, Including Uppers? 


Going operation in Lane County, Oregon, cutting old growth 
f and second growth, capacity 50,000 ft. per 8 hr. shift. Just 
installed green chain, new band resaw, new planer-matcher. 
Interested in making tie-up with reliable retailers who are 
willing to invest $5,000 which will guarantee them a car of 
lumber per week at market prices. 


The investment can be a deposit against purchases or can be 
an outright purchase of corporation stock. 


Write for details to Box J-40, c/o American 
Lumberman. 




















POLES and | 
PILING 





Goodwin Johnson Ltd. 
| Metropolitan Building 
Vancouver, British Columbia 
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THURSTON-FLAVELLE 


Limited 
PORT MOODY, B. C. CANADA 



























Manufacturers of 


RED CEDAR 
SIDING 


and 


SHINGLES 


Distributed through the 
Wholesale Trade ex- 
clusively. 



























Orders Placed—Responsible Mills— 
Direct Shipment 


E. W. PRATT 


(Commission) 


BUYER and SHIPPING AGENT 
232-34 LEE BLDG. MEMPHIS, TENN. 
(Since 1925) 
SOUTHERN HARDWOODS 
Air dried or kiln dried. All grades 


and thickness. Straight or mixed cars. 


40 YEARS AT YOUR COMMAND 
Covering Southern Hardwood Territory 


SPECIALTIES 
Lumber, Timbers, Oak and Hickory 
Wagon and Bending Stock, Axe, Pick, 
Sledge and Hammer Handle Blanks, 
Ski Billets, Turned and Shaped Spe- 
cialties. Ball Bat Billets and Rounds, 
Moulding and S4S Dimensions, Etc. 











SUGAR & WESTERN 
PINE AGENCY 


#1 MONTGOMERY ST 
N FRANCISCO, CALIFORNIA 


GS LU GA R Pattern Lumber 


Selects and 
PINE -:. 
California Ponderosa Pine 
Mouldings and Cut Stock 








PROMPT SERVICE ON 
SAW REPAIRS 


We are continually adding new 
machines to increase production 
and give better service. Our new 
surface grinder, just installed, has 
increased our production on all 
repair work considerably. 
Cut-downs now take 30 days or 
less. 

All other 
promplly. 
Best equipped saw Factory in the 
South. 


J. H. Miner Saw Mfg. Co. 


Meridian, Mississippi 
Incorporated in 1912. 


The Original Miner Service 


repair work done 











Toxic-Water Repellent 
Preservatives 


Chlorinated Phenol Toxic Base. 

Positive protection against Rot, Fungi, - 
Termites, Excess Moisture, etc. F 

Formulations to meet all official specifica- 
tions. 

A profitable retail item for Lumber Yards. 


Write for technical data, tests, samples, etc. 


CRE-0-TOX CHEMICAL CO. 


MEMPHIS, TENN. 








the brand names honored by the 
Brand Names foundation. 

The 79-year-old name Yale was 
one of eleven brand names over 75 
years old to receive the founda- 
tion’s diamond anniversary certifi- 
cate of public service. The award 
was accepted by Mark A. Miller, 
assistant general manager of the 
Stamford division. 


Canadian Plant 
Ups Plywood Output 

J. R. Murray Ltd., Vancouver, 
B. C., recently increased production 
to a quarter million feet of ply- 
wood per month. The plant manu- 
factures fir, cottonwood, hemlock 
and spruce veneers, and in addition, 
operates a plywood drum plant, 
with capacity of approximately 
6,000 drums per month. 

The increase in production was 
made possible by the installations 
of new machinery including a 
Moore Roller Veneer Dryer, a new 
boiler, glue spreader, veneer taping 


































SHOWING, top, side view of Moore Roller Veneer dryer, with feed section, eight drying 
sections and cooler section. Bottom is the green or loading end of dryer. 
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and jointing equipment. These ad- 
ditions have assured shipment of 
quality veneer and plywood. 


C. A. Huffman, Huffman 
Brothers, Ohio, Dies 


Charles A. Huffman, 84, the lust 
of the partnership of Huffman 


3rothers, Youngstown, Ohio, died 
April 5. 

The firm started in business in 
Greenford, Ohio, in 1892 with Silas 
S. Huffman as manager, and his 


PRESIDENT J. R. Murray and Plant Superin- 
tendent James Douglas in front of the un- | 
loading end of Moore Roller Veneer dryer. |) 
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Manufacturers 
and Wholesalers 


OF 
Yj SPECIAL LUMBER PRODUCTS 


Anything Made From 
Western Lumber! 


WE MANUFACTURE 
AND SPECIALIZE IN 


Furniture Dimension 

Glued-Up Stock 

Carpenters’ and Special 
Mouldings 

Venetian Blind Slats, 
Rails and Fascia 

Ready-to-Assemble 
Furniture Parts 

Industrial Shook 





















Remember, too, 
WE WHOLESALE 


4 eI Hemlock 

§ Douglas Fir 
Sitka Spruce 
Ponderosa Pine 
and other West Coast 
Woods 


ae CARLOAD QUANTITIES 
oe ONLY 
' «except venetian blind ma- 
terial, on which we can 


make less than carload 
shipments from our Kan- 


yf) sas City warehouse. 
Address all correspondence 
to our Kansas City Offices 





Monvtocturers ond Wholesalers 1635 Dierks Bidg., Kansas City 6, Mo., Victor 4143 
Member of Western Pine Ass’n., National Wooden Box Ass‘n., Ponderosa Pine Woodwork, 
Nationgl-Americon Wholesale Lumber Ass’n. 


West Coast Office: 910 Porter Building Portland 4, Oregon 








The All Steel Welded 
Mill That Speeds On 
ANTI-FRICTION 
BEARINGS 


WRITE for | 
CATALOG ~~ 







Original KNIGHT Dogs and SET WORKS 


PORTABLE MILLS . . EDGERS . . CUT-OFF SAWS. . 
SAWS . . ENGINES . . TOP SAW RIGS . . LOG TURNERS . . 
SAWDUST CONVEYORS AND BLOWERS 


The KENT MACHINE Co. 


115 Portage Trail 


Cuyahoga Falls, Ohio 
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KILN DRIED PINE 


AIR DRIED 


HARDWOODS 


KILN DRIED POPLAR 


EXCLUSIVE SELLING AGENTS: 











Yost-Blackwell Lbr. Co., Notasulaa Lbr. Co., 
Ozark & Enterprise, Ala. Notasulga, Ala, 


iPINE PLUME LUMBER CO.\\ 


BELL BUILDING, MONTGOMERY, ALA. 
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ESTABLISHED 1899 






















Butiping Propuers 


MercuaAnpiser, Alay 10, 1947 








FAST SELLING ITEMS 


E- PONDEROSA PINE» syeyp 
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_soulb “7 


v oly 


ss * WYOMING 
NEVADA | . 
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Western Pines and associated woods are well manufac- 
tured, rigidly graded, and thoroughly seasoned in 
accordance with the high standards long established and 
sustained by member mills. 


WESTERN PINE ASSOCIATION 


Yeon Building, Portland 4, Oregon 








Logged in 1936-1937 


HARDWOODS e@ WHITE PINE © HEMLOCK 


Our sustained yield forest management policy for 
the past thirty-five years is providing for current 
needs of today and future demands of tomorrow. 


DEFEND YOUR TRADE 
with 


MENOMINEE INDIAN MILLS 


Neopit, Wisconsin 
QUALITY LUMBER 








Air-dried 


Kiln-dried 
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PAUL B. BERRY 


Wholesale -- Commission 


Grand Rapids 6, Michigan 


If you can furnish any of the following 
(or anything else) write or wire me. 


l or more cars softwood boards 
and dimension KD or AD, ma- 
chined; also panels, shorts, cut- 
offs. 1 or more cars 5/8” and thick- 
er hardwoods, mostly 4/4” & 5/4” 
KD or AD. Send me your stock 
and price lists. 














Leose Leaf 


TALLY BOOKS 


Tally Sheets with 
Waterproof Lines — 


Send for Catalog of 
Lumber Yard Suppiles 


Frank R. Buck & Co 
2183 Touhy Ave., Chicago 45, tll.. 











Knudson & Mercer Lumber Co. 


Purveyors to 
Accredited Retail Lumbe: Dealers 
for 52 years 
LUMBER FROM SOUTH, WEST, NORTH 


Sash & Doors, Wallboards and Most 
Standard Specialties 


28 E. Jackson Bivd., Chicago 4, Ill. 








NEW DIESEL ENGINES 
75 H.P. CHRYSLER Industrial Power Unit 


6 Cylinder complete with batteries & 
TWIN DISC CLUTCHES 


OTHERS IN STOCK FROM 15 TO 2350 HP. 
ALJON DIESEL CO., INC. 


904 Pacific St. Brooklyn, N. Y. 














Manufacturers 
PINE & POPLAR 
LUMBER 


» hid LA GRANGE, GA. 








WHITE PINE Idaho--Ponderosa- 


California White 
Also and Sugar Pine 


d 
Fir Wallboard aor Products 


William Schuette Company 
New York 


Office—41 East 42d St. PITTSBURGH, PA. 











Gillies Bros. & Co. Ltd. 

BRAESIDE, ONTARIO, CANADA = 
eae WHITE PINE guoeue) 
Air-Seasoned *® Water-Cured 


For 105 years, 1842-1947. Capacity 30 million ft. 
annually, 


Members N. W. L. D. Assn. 
All stocks exhausted until July, 1947. 
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two brothers, Charles and James. 
They moved to Youngstown in 
1894, 

Silas S. Huffman died in 1930 
and James H. Huffman died in 


1932. The company will continue 
under the management of Dur A. 
Huffman and Louis H. Schultz. 


Offices of Maple Flooring 
Association Moves to Oshkosh 


Headquarters and offices of the 
Maple Flooring Manufacturers as- 
sociation are now located at 46 
Washington boulevard, Oshkosh, 
Wis. L. M. Clady is secretary-man- 
ager. 

The first association of maple 
floor manufacturers was organized 
in 1897. The present organization 
is a continuance of the association 
organized in 1905. For the past 21 
years the offices were located in the 
McCormick building, Chicago. 


Frank Spangler, Toledo 
Lumber Salesman, Dies 


Frank Spangler, a lumber sales- 
man in Toledo, Ohio, died at his 
home April 11. 


Chris H. Reiser, Pioneer 
Michigan Lumberman, Dies 


Chris H. Reiser, 75, founder of 
C. H. Reiser & Sons company, 
Carleton, Mich., died April 25. He 
had been in the retail lumber busi- 
ness since the turn of the century. 

Mr. Reiser was engaged in pio- 
neer lumbering in Michigan when 
it was one of the leading producers 
in the eighties and nineties. Then 
he turned to retailing and became 
one of the leading dealers of south- 
eastern Michigan. He was an ac- 
tive member of the Michigan Asso- 
ciation of Traveling Lumber and 
Sash and Door Salesmen and the 
Michigan Retail Lumber Dealers 
association until just before his 
death. 


Promotions and Appointments 

The board of directors of E. J. 
Stanton & Son Inc., announced last 
week the promotion of STANTON 
SWAFFORD to the position of gen- 
eral sales manager. 


REUBEN L. ANDERSON, Rockford, 
Ill., has been named as assistant 
sales manager of the Insulite divi- 
sion of Minnesota & Ontario Paper 
company, Minneapolis. He will su- 
pervise all of the division’s western 


field direct sales territories. For 
ten years he has been an Insulite 
sales representative in Northern 
Illinois. 


S. F. SCANLIN has been appointed 
claims manager in the Los Angeles 
office of the Kemper Insurance 
group. He has been with the com- 
pany for 10 years and was claims 
manager of the Seattle office. 


Dr. GEORGE M. BUFFETT has been 
appointed technical director of the 
Pittsburgh Plate Glass company’s 
new paint plant at Springdale, Pa, 
Also appointed was Wallace E, 
Shepard Jr., who will serve as man- 
ager of industrial sales. 


HORACE Cox Sr., Cox Lumber 
company has been elected president 
of the San Antonio Lumberman’s 
association. CHARLES A. WEsT- 
BROOK, Westbrook Lumber com- 
pany, is vice-president and FRreEp 
ZALMANZIG, Mission Lumber con- 
pany, is secretary-treasurer. 


The DuPont company has an- 
nounced the appointment of L. H. 
PRIDAY as manager of the Parlin, 
N. J., plant of the finishes division. 
He succeeds R. A. Macfarlan who 
died recently. 


HERBERT A. HABECK has _ been 
elected vice president and sales di- 
rector of the Shevlin Pine Sales 
company with offices at Minneap- 
olis. JOHN F. BAHR has been ap- 
pointed assistant sales director of 
the company. 


LEONARD C. TRUESDELL has been 
named vice president in charge of 
marketing for Hotpoint, Inc., Chi- 
cago. He was former sales man- 
ager of the radio division of Ben- 
dix Aviation corporation. 


RALPH WUHRMAN has been ap- 
pointed sales manager of Holm’s 
Manufacturing company, Akron, 
Ohio building supply and hardware 
company. 


LYMAN K. JORDAN has _ been 
named district sales supervisor of 
“the Boston office of the Lowe 
Brothers company, Dayton, Ohio. 


Consolidated Industries Inc., La- 
fayette, Ind., manufacturers of 
automatic heating and low tempel- 
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ATTENTION-- 


CARLOAD PLYWOOD BUYERS 


We Have Cars Of Douglas Fir Plywood 
“Write Us Your Needs 


JIM'S LUMBER & BOX CO. 


K1-3693—1246 Firestone Blvd.—Los Angeles |, Cal. 
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ROLL-OFF 


LUMBER TRUCK BEDS since i918 


Complete Beds Shipped KD 


EASILY MOUNTED 
Write for Catalog & Prices 








“The Active Truck is the Money-Maker”’ 








The R-B COMPANY, 1921 Guinotte, KANSAS CITY, MO. 








SPOT SASH CORD 


WITH WEIGHTS AND PULLEYS. 


— the one method of hanging windows that has 


been proved by generations of actual use to pro- _ 


vide perfect and permanent balance. 


The Colored Spots are our Trade Mark, Reg. US. Pat. OF. 


SAMSON CORDAGE WORKS, BOSTON 10, MASS. Commodity is wide line essential fabricated metal build- 


2 products, now expanding sales force, offers attractive 





ATTRACTIVE OPPORTUNITY 
FOR EXCEPTIONAL SALESMAN 
WITH 
IMAGINATION AND INITIATIVE 


Manufacturer, pioneer and leader in field, national 
distribution through selected wholesalers of building 


opportunity with real future for outstanding salesman 
who enjoys creative selling. 





Old Growth 


DOUGLAS FIR 
at Its Best 


OREGON - AMERICAN 
Lumber Corp. 


Vernonia, Oregon 


RR lo melee Me 71am OF 1117 





ing products currently in strong demand in both new 
construction and modernization of commercial buildings, 
stores, shops, restaurants, theatres, showrooms, service 
stations, etc. 


To qualify, must have exceptional personal sales record, 
be between 30 and 40 years of age, able to read archi- 
tects’ drawings and construction details, know from ex- 
perience how to do business with architects, contractors, 
material jobbers and their salesmen. Familiarity with 
such lines as metal trim, doors, shelving, fixtures, parti- 
tion work, store front construction, cabinet work, insula- 
tion or acoustical materials helpful. Give age, marital 
status, address, phone number, education, experience 
and earning record covering past ten years and refer- 
ences. Address Box L-20, American Lumberman, Inc. 











Meets the demands of experienced operators for 
efficient, accurate production at low cost. .Solve 
your increased output requirements with an Enter- 
prise. Send details of your set-up for our recom- 
mendations and prices. 





Quality—built to tried and proven prin- 
ciples of design and construction for 
profitable operation. 











THE ENTERPRISE CO., 328 Main St., COLUMBIANA, OHIO. 
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ature freezing products, announce 
the appointment of W. W. TIMMIS 
as general sales manager. He was 
formerly director of the metal 
products division of the National 
Housing agency. 


EDWARD L. PATTON, manager of 
glass advertising and sales promo- 
tion since Pittsburgh Plate Glass 
company created the department in 
1934, has been appointed consultant 
on glass advertising. Mr. Patton 
has been associated with the firm 
for more than 23 years. Succeed- 
ing Mr. Patton as manager of glass 
advertising is ROBERT WARDROP. 


LEONARD FE. PASEK has been 
named senior product engineer for 
Kimberly-Clark corporation, Nee- 
nah, Wis. MARK W. KEYES and 
STARKIE L. SWENSON have been 
appointed product engineers for 
Kimsul and Kimpak respectively 
for the same company. 


Companies Announce 


The ForD MOTOR COMPANY, Dear- 
born, Mich., has been chosen to aid 
the War department in its army 
training in industry program. Pur- 
pose of the program is to acquaint 
army officers with the problems of 
industry, to improve and strength- 
en the relationship between army 
and industry and to familiarize in- 
dustry with the needs of military 
procurement. 

The FIAT METAL MANUFACTUR- 
ING COMPANY announces the open- 
ing of its new factory located at 
3419 Fowler street, Los Angeles. 
Willard C. Thompson has been ap- 
pointed manager of the new unit. 
The building will be used for the 
manufacture of shower cabinets 
and doors. 


The newest hardwood veneer op- 
eration underway in the South is 
the MENGEL COMPANY’S Thibodaux, 
La., mill formally opened during 
March. 


TAMKO ASPHALT PrRopucTs INC., 
Joplin, Mo., will conduct an out- 
door bulletin advertising campaign 
throughout its trade territory for 
the benefit of its dealers. 


The RICHKRAFT COMPANY, Chi- 
cago, announces the appointment of 
four new distributors. They are 
the T. H. ROGERS LUMBER COM- 
PANY, McAlester, Okla., GENERAL 
SASH & DooR COMPANY, Tulsa, 
Okla., WALLING SASH & DOOR COM- 
PANY, Wichita, Kans., and STARK & 
COMPANY, Kansas City, Mo. 
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ADVERTISING 


American Lumberman 6& Building Products 
Merchandiser is published every other Satur- 
day. It publishes the largest strictly classified 
advertising section in its field. 
All ads for classified section must be in Pub- 
lisher’s office 10 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
— style. No cuts or special borders allowed. 
or advertisements bearing box number count 
five extra words. Replies are forwarded free 
of charge. Please indicate classification de- 
sired. Publisher reserves right to classify. 
edit or reject any classified advertisement. No 
agency commission or cash discount allowed. 


Rates — Cash With O:der 
Minimum Charge $2.00 
For one or two insertions 10c per word per in- 
sertion, with minimum charge of 50c per line. 


Three to Five insertions 9c per word per in- 
sertion, with minimum charge of 45c per line. 


Six or more insertions 8c per word, per inser- 
tion, with minimum charge of 40c per line. 


There are approximately 5 words to a line and 
when less are specified or used, regular line 
rate is charged. 


When answering box numbers or mailing copy 
for ads address them to: 


AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MERCHANDISER 


139 N. Clark St., Chicago 2, Illinois 








HELP WANTED 





Attractive Opportunity for Exceptional Sales- 
man with Imagination and Initiative. See 
Display Advertisement on page 117. 





Wanted: Lumber grader for Distributing Yard 
on Hardwoods and White Pine. Steady work, 
union scale. Addess E-42, American Lumber- 
man. 





WANTED: Cabinet makers, sash and door 
men, moulder and shaper operators to work 
in a modern, well equipped union shop. High 
wages paid with excellent living conditions 
available. Apply: A. Mason & Sons, Inc., 
Peru, New York, 


MILL SUPERINTENDENT—Capable of takin 
full charge of mill, detailing of stock poe 
special millwork. nomena experience pre- 
ferred but not necessary. CHMOND LUM- 
BER CO., RICHMOND, INDIANA. 








Retail Yard Manager wanted for progressive 
yard. Must know thoroughly lumber, mill- 
work and -building materials. Must have 
pleasing personality, sales ability, understand 
purchasing, and be able to supervise em- 
ployees. Medium sized expanding city in 
eastern Wisconsin. Exceptional opportunity 
for right man. If you want to work for pleas- 
ant superiors, and have a good permanent 
job write K-60, American Lumbermen, Inc. 
All replies kept confidential. 


ARKANSAS MILL: Man thoroughly familiar 
with saw mill business. Knowledge of oper- 
ating planer desirable. Good salary and if 
satisfactory will arrange for part interest in 
business. Krebs Lumber Co., Springfield, Ill. 








Large Alabama pine and hardwood mill is 
prepared to pay excellent salary for com- 
petent office manager and comptroller. Must 
have background in lumber manufacturing. 
New modern house and excellent living con- 
ditions are part of the job. Permanent oper- 
ation. Unusual opening for the right man. 
Address L-32, American Lumberman, Inc. 


Muy 





IO, 


HELP WANTED 


Wanted Lumber and Building Material Mer. 
chandising Executive. See display advertise. 
ment on page 104 











MILLWORK SUPERINTENDENT 


Want to employ. experienced Millwork Super. 
intendent who can estimate and detail and 
bill. None but highly oe man need 
apply. Florida. Address K-36, American Lum. 
berman, Inc. 





PLANING MILL SUPT. & MOULDER MAN 


A top salary for capable man in a new mill 
equipped with Matcher—Moulder—Planers— 
Saws—All new modern machines. DOUGH. 
ERTY LUMBER CO., Cleveland 5, Ohio. 





WANTED: Foreman and setup man for 
ing mill in south-central Mississippi. ood 
town. pleasant living conditions. ave new 
Yates-American machines and resaw. Can 
offer good honest man a proposition. Look- 
ing for some one who knows his business and 
will take an interest in the work. Looks like 
permanent job to the right man, as we want 
to keep making and selling lumber. State 
age. references and previous work, also sal- 
ary you want to start. Replies confidential. 
Address K-62, American Lumberman, Inc. 


lan- 





ESTIMATOR-MILLWORK, must be thoroughly 
familiar with high class residence, church, 
school and public building work. Write—Mr. 
Leonard, Harris Brothers Co., 1349 W. 35th 
Street, Chicago 9, Ill. 





Wanted: General foreman—one who can 
handle men and get production in a general 
millwork plant making all kinds of special 
millwork and employing from 50 to 60 men. 
State age, experience and give references 
and salary expected. Reply Box K-41, Ameri- 
can Lumberman, Inc. 





Young man with some experience as assistant 
manager and accountant of retail lumber and 
coal company. with a view of management 
soon as possible. xe opportunity for 
right man. Address F-23, American Lumber- 
man, Inc. 





JOB OPPORTUNITY 


Wanted lady steno-bookkeeper with lumber 
experience—preferably wholesale—Job will re- 
ae executive connection with Wholesale 
umber Company located in the South. Ad- 


dress K-68, American Lumberman, Inc. 4 





WANTED: Shipping Clerk for Mill and Con- 
centrating Yard in good town in south-central, 
Mississippi. Moves million and half to two’ 
million feet mixed pine and hardwood. Look- 
ing for man ‘experienced, ambitious and not 
too old, as want to promote him if he shows 
ability and fitness for the place. State salary. 
previous record, age and any other informa- 
tion that will help us to pass on your ability 
to hold place. If you are interested in a 
permanent place this may interest you. Ad- 
dress K-61, American Lumberman, Inc. 


} 





CABINET MEN 4 


Want to employ first class cabinet builders, 
Permanent employment to good men. : 
Townsend, Townsend Sash, Door & Lumber 
Co., Lake Wales, Florida. . 


t 





Wanted Experienced Lumber Yard Foreman. 
Retail. Send picture, when available, age. 
references, salary expected. W. G. BRO 
LUMBER & HARDWARE CO., 336 So. Santa Fe 
Ave., Pueblo, Colorado. 





Men calling on building supply distributors 
to represent manufacturer producing a com- 
plete line of building specialty svaieste. At- 
tractive commission arrangement. State par- 
ticulars regarding past operations. Sales 
Manager, Evercrete Corporation, 424 West 
42nd Street, New York 18, N. Y. 





—_ 


WANTED—SALESMAN 
by old, established hardwood yard in Middle 
West. Half time travel, half time in office and 
selling where office located. Expenses paid. 
Salary and commission. Address L-35. 
American Lumberman, Inc. 





i 


KITCHEN DEPARTMENT MANAGER 


Experienced in the retail lumber and _ mill 
work business or with previous stock kitchen 
cabinet experience. To take complete charge 
of our Allentown Kitchen Department. Age 
35-45 desired. A real opportunity! Permanent 
position. Make written application to Mer 
ritt Lumber Co., Inc., 512 Chestnut St» 
Emmaus, Pa. 
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